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PUSH THE CARRIAGE TRADE 


see contents—page 2 





Everything about the Hamilton Electric Watch makes history. Sense. too. It’s the first 


watch to require no winding—hand or automatic. A single miniature energy cell does all the 


work. Even Hamilton has never made a more accurate watch. It needs less care than any 


you've ever owned. It’s shock-resistant, anti-magnetic. Your Hamilton jeweler will tell you 
more. A. Ventura I, 14k gold, $200. B. Titan, 10K gold-filled, waterproof*, $89.50. 


(Van Horn, Masterpiece series, 14K gold, $175.) Hamilton Watch Company, Lancaster, Pa. 
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the watch jewelers recommend more often than any other 
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and she 


should wear 


| amonds 


wherever she goes 


for Diamonds dress 


“Yadividually Yours" _ r a Diamonps of unmatched pride and beauty that will 
distinguish the wearer now and forever are available 


“Mo el also wearing 10 ct. Mar- sia ’ 
“guise diamond ina. as aia at all times from William Levine Company. 


~ mond bracelet, 30 ct. diamond | | ! : 
| eeides, 74 & diamond eor- : At your request, a selection from the world’s most 


rings. All available on memo. Be a 
re beautiful diamonds, assembled by one of America’s 
leading importers and cutters of fancy diamonds, 


will be sent to you on memo. 


ppm 


William Levine Company 


Importers and Cutters of Fine Diamonds 


29 E. Madison St., Chicago 2, Illinois Phone CEntral 6-3700 ; 
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How to turn a main spring into a diamond ring 


When Madam comes into your store with a broken 
main spring, do you give her an estimate and a claim 
ticket, and let her go on her way to the nearest depart- 
ment store? Probably, the answer is yes. But, you can 
use the opportunity of her visit to increase revenue for 
your store. How? With Formula D.I. This plan shows 
you word-by-word, step-by-step how to convert trivial 


pu rchases into impulse or future diamond ring sales with 


every woman who visits your store. Many of your fellow 
jewelers are now using this plan to talk diamonds, show 
diamonds, sell diamonds every day of the year. Want 
to hear more about Formula D.I.? Write us and we'll 


have one of our merchandising representatives call. 


COLUMBIA 


TRU-FIT DIAMOND RINGS 


A DIVISION OF AXEL BROS. INC., 134-20 JAMAICA AVE... JAMAICA 18. N.Y 
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lts a new 
watch world 


at 


FANTASY: 
New and unusual. Gold stars 
mark the hours. 10K RGP. 


17 Jewels. Guaranteed 
unbreakable mainspring. 


Experienced new management... linked to 


the time-honored name of Waltham... 


the Nation’s Timekeeper since 1850 


You can now look with confidence to Waltham ... 

count on its century-old skills and precision, 

applied to Fashion’s most dramatic new watch styles... 
to revitalize watch sales and stimulate your profits. 
More details soon! 


WALTHAM WATCH COMPANY 
Executive and Sales Offices: 475 Fifth Avenue, New York 17, N. Y. 


Joseph Axler, President * Melvin Axler, Executive Vice President 
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Just perfected by K & B! 
The World’s Finest 
Role 4), cm) Aiea 


BE Flips like a book page! 
Perfect ock * NO SLIDING %* NO PUSHING %* NO PRYING 


WITH THE 


A =ant 
“Ein Grip Action: 


ENTIREL 


Disappears completely! 


Patent 
Pending 


We believe this device 
to be superior in every 
way to any other device 
of its kind on the mar- 
ket today. 


the wedding 

band fits into 

a slot in the 
ergagement ring. 
Just a twist 
& and it’s locked. 
’ Twist and it 
unlocks. 





Built for extreme durability! Defies damage! 


After exhaustive research and development, we bring you what we believe to be the 
ultimate in locks, the last word in locking devices, the lock that solves all your problems 
with previous locks. This new device is firmer, stronger, more foolpreéf and at the very 
same time, more durable. Yet is priced no higher than any preyidus lock. Put your trust 
in the lock that is best. K & B brings you another first . . . anothér diamond volume builder. 


— Creators, Designers and» Manufacturers of “Perfect Ring Findings” 
The Ultimate in Ring 


Locks! Made with K&B 
Superior Craftsmanship ( 
K & B craftsmanship is behind each 


Perfect Lock’; precision die-struck 


micrometric tolerances control the (eR Ss 136 W.52nd ST., NEW YORK 19, N.Y. 
quality of each K & B product. The D> <“ OFFICES IN CHICAGO AND LOS ANGELES «a. Cod nf 


industry’s leading styles are yours 


to choose from. STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 











RONSON ANNOUNCES THE MOST EXCITING OFFER 
EVER MADE IN LIGHTER HISTORY! 


Now - you can allow a BiG ‘9 
Trade-In towards the purchase 
of anew Ronson lable Lighter- 
and still make full profit! 





*on any used automatic Ronson Pocket or Table Lighter or American-made table lighter in any condition. 


operon en ~ 


Biggest Lighter Volume-Builder kver ! 


Now, millions of obsolete lighters are worth tens of millions of dollars | | 
in new purchasing power. And you can cash in for a big lion’s share! a — 
What a promotion! What a terrific way to attract customers to your | | 

store. Their old lighters are good for a BIG $5.00 trade-in when 

they buy a new Ronson Table Lighter! And that means bigger 


lighter profits than ever for you! See your Ronson supplier 


now for complete details. 


Request Ronson’s new fair-trade price list which shows trade-in offer prices. 


Offer Nationally Advertised: TV! Magazines! Newspapers! Point-of-Sale! 


Dramatic “Trade-in-the-old, bring-home-the-new” TV commercials, magazine and 


newspaper ads, plus tie-in streamers, mat ads, and window displays. 


Maker of the world’s greatest pocket and table lighters and greatest electric shavers 


RONSON CORP., NEWARK 2, N. J. 
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Ina new Baker 
Square Setting... 





Prive AL 
BiIsBGAN CE 






An advanced Vee-flare design, as 
brilliant as it is new, offers the diamond 
gracefully flowing lines that 
complement its appearance. Straight 
sides provide for easy assembling. 
Distinctively designed corners offer the 
opportunity for an extremely 

modern effect. 
















: 
4522 4523 4524 4525 


This Series, 741, is available in a complete range 
of 9 sizes up to 2 Carat, die-struck in 10% 
lridium-Platinum, Jewelry Palladium and Gold. 








BAKER & CO., INC. 


113 ASTOR STREET, NEWARK 2, NEW JERSEY 
NEWYORK + SANFRANCISCO + LOSANGELES + CHICAGO 









(ENGELHARD INDUSTRIES ) 
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Styling! WY Ideas! Packaging! 
and for the first time in men’s 

















$/110 — Yellow . Retails $3.95 F171. 152 — Yellow Retails $4.95 5.1. _ $/154 — Yellow Retails $4.95 5.111. 
Your plus PLUS profit Keystone $3.60 Your plus PLUS profit Keystone $3.80 Your plus PLUS profit Keystone $3.80 


Aiso available in white Set.111 : a 


| lp rm wh , 
tai vv iva Ele e in wh te Set | 














— on Np SLES LER Sit Pen) aa 
State OER. 








$7163 —- White Retails $27.95 F171 $/178 White Retails 4-99 £1. S/176 — White Retails $27.95 £.1.1. 


Your plus PLUS profit — Keystone $5.70 Your plus PLUS profit — Keystone $5.70 Your plus PLUS profit — Keystone $9.70 
Aiso.available in yellow — Set 164 Also available in yellow Set 179 Also available in yellow set 177 
““Moonstone’’ . 





VEN ALL 


e So authentic, only a jeweler could tell 
them from the priceless originals! 








e History-making luxury in the 
popular-priced range! 


e Crafted, priced and packaged to bring 
you plus plus profit! 
5/137 — White - Retails $9.95 FTI 
Your plus PLUS profit — Keystone $7.10 


2-tone ‘‘Mother of Pearl\’’ 














A Great Jewelry Line! 
jewelry history gives 


COMBAT RISING COSTS THAT 
| , ARE DRAINING YOUR PROF- 


3 : its. National Retail Jewel- 
ers Association reported: 


“Last year’s retail jeweler 


| showed an average net 
profit of only 2.7%.” Flex- 

Let gives you the higher 

| mark-up you need so badly 


these days. 
* All stones simulated 























) EE Ss ” geamesapbee £8 MELLEL LEE 
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a. , rast ee ‘ 
1 f Yellow Retdils $5.95; T | 2/160 Ye wv Reta $5.95 51 >/173 Yello Reta $6.95 FT 
r plus PLUS profit — Keystone $4.40 Your plus PLUS profit — Keystone “$4.40 Your plus PLUS profit — Keystone $9.10 
Aiso available in white Set 121 Also available in white vet 159 ‘Pearl’ 
PS ett ntetee® Se 
et = 

















$/182 — Yellow Retails $7.95 F.1. 3/185 — ‘Yellow Retails $8.95 5.1. $/183 — White only Retails $9.95 F.1.1 
Your plus PLUS profit — Keystone $5.70 Your plus PLUS profit — Keystone $6.30 ,, Your plus PLUS profit — Keystone $7.10 


Tae we Peele of eee oe ea. ies vailable in white Set 184 tf ‘‘Hematite”’ 


FLEX-LET CORPORATION, 580 FIFTH AVENUE, NEW YORK 36 
FACTORY: East Providence, Rhode Island | 
In Canada: Guildcraft, Ltd., 119 Adelaide St. W., Toronto 





ACTUAL SIZE 


No. 14 POST 


RALPH DESTINO LTO. TIE TACK 


NOM LitMel thie —m:y-Vel 4 


Ballou Clutch Backs 


FOR TIE JEWELRY — Push... it’s on! Pull... it’s off! 


Ballou clutch backs hold securely . . . are ideal for 
men’s tie tack jewelry. Consistent quality and close 
inspection has built a nationwide preference for Ballou 
findings for over four generations. It will pay you to 


insist on Ballou findings. 


B. A. BALLOU & COMPANY, INC. 
61 Peck Street * Providence 2, R. I. 





FINDINGS— 


The Foundation of Good Jewelry 
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Ordinary Setting 


SENSATIONAL. 
pem-=-Oon=Greme — visio 


SETTING ~~. 


makes center diamond look 
90% LARGER! 
875% MORE BRILLIANT! 


As certified by American Testing Laboratories, Inc. 


> 7 J 
' — 
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Matching Betrothal Rings for Both! 
An exciting new idea for 


EXTRA SALES! 
EXTRA PROFITS! 


Plus the Exciting 

“SPRING FESTIVAL OF DIAMONDS” 

a comprehensive group of FEATURE LOCK 
glamorously created Dinner and Fancy Rings 
...and Men’s Diamond Rings with the new 
“Golden Glow,” the finish that looks 
everlastingly new! 


MAXIMUM DIAMOND 
BRILLIANCE! 


Only FEATURE LOCK has absolute 
clearance under ALL diamonds. No 
dirt-catching obstructions can detract 
from diamond beauty! Compare! 

You sell FEATURE LocK Diamond Rings 
EASIER... FASTER! 


SEND FOR feature Jocks 


“OPERATICN PROFIT” PLAN BOOK 


The program that means more profitable diamond ring sales for you! 
ca ———————— MAIL COUPON TODAY! -————— 


Feature Ring Co., Inc., 1830 West 46th Street, N. Y. Dept. scx 

Gentlemen: 

Please rush “OPERATION PROFIT” Plan Book 

[} I now sell Feature Lock Interlocking Diamond Rings 
My wholesaler is Rant A CTS tet Aaa ee, <r 

[] Please send me names of authorized Feature Lock 
wholesalers 

Store Name_ SCE ROSY Lames 

PEER Eat Tee Ee Se 

a ie a 

Signature_ 


(ADVERTISING 


N Ts 


A powerful supporting program that puts 
LIFE into your diamond ring sales! All in 
“OPERATION PROFIT” Plan Book... 
brand new styles, eye-catching displays. 
Newspaper Mat Services, Customer Mailers, 
Life Counter Cards, Window Blow- Ups, 
Dramatically new Full Color Theatre 
Commercials, TV Films, Promotional 
Calendar and MORE! 


Don’tdelay! Contact your authorized Feature Lock wholesaler, or write 


FEATURE RING CO., INC., 130 WEST 46th ST., NEW YORK 


© F. R. CO. 1957. FEATURE LOCK PAT. #2507348 AND OTHERS. GEM-ON-GEM PAT. #2774231. 
RINGS ENLARGED TO SHOW DETAIL. 


See us at the Allied Exhibitors’ Jewelry Show, Feb. 17-22, Adolphus Hotel, Suite 1105-1107, Dallas Texas 


yar 
Sal's 


NATIONAL PW : CASH IN, MR. JEWELER! 












lo bring profits hack to your watch department in 1957... 








HANILTON 
WATCH COMPANY 


T-¥e olnelere (oll ola-3-1-Jal Mm ial= 
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4 
Hainilton’s 79th Anniversary Medallion—symbol of PRESTIGE, PROMOTION and PROFIT! 
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HAMILTON PRESENTS AN UNUSUAL OPPORTUNITY FOR 


' ALL ITS JEWELERS TO MEET THE CHALLENGE OF TODAY'S 


- WATCH SELLING CONDITIONS WITH A SERIES OF 
MAGNIFICENT WATCHES THAT ARE STYLED RIGHT...PRICED 
_ RIGHT...PROMOTED RIGHT...FOR MAXIMUM PROFITS... 
_ MAXIMUM SALES...WITH OR WITHOUT 





Here ...in this new Hamilton “79th 
Celebration Series” are truly brilliant designs 
... truly the most magnificent watches ever 
created. For this superb new series is 

the culmination of years of scientific 
research, fine craftsmanshp, and creative 
design by Hamilton, again, this year’s 
winner of the jewelry industry’s 

highest fashion honor—the 

“DIAMONDS U.S.A.” award. 


Yet—frankly we must admit that in 
the face of today’s increasing 
competition for your customer’s dollar, 
even superb watches like the “79th 
Celebration Series”’ cannot be 

expected to sell themseives! 


Hamilton’s answer is the first complete 
and integrated promotion built 

around an outstanding group of watehe 
advantageously priced for prefit and — 
sales—with or without Trade-in! 


Powerful... dramatic... and 

urgent enough to influence the great ~ 
mass market of watch buyers... 

this distinctive promotion of quality 
will SELL watches and maintain 

your dignity and prestige ...so 
essential to building trust and 
confidence among your customers. 


Every one of the sales aids in this 
promotion is a tested selling tool which 
will increase your watch sales and- 
produce substantial watch profits! 

The entire program is planned to give 
you the selling power plus high profit 
margins that you need to build your 
business today—more than ever before! 
So don’t make any major 

watch commitments until you see 

your Hamilton representative! 


FIA NT /LT Ol 
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ORDER RONSON’S -/ > LIGHTER DEAL! 
ss e : Y KONSO : poo 


OVET 











extra 
profit 


Seven because it's a 


= 
} 
u 


j 
L 


icky 
Sure-fire sales winner 
that brings you.over 

extra profit! Here's 
an assortment of five new, 
fast-moving Ronson Pocket 
Lighters especially selected 
for your trade — just right 
in style, just right in price! 
You get FREE hard-selling, 
pilfer-proof display piece, 
gift boxes included af 
lage 


egeee 
Lee 




















i 


: 's LUCKY SEVEN (TD-5) DEAL: es 
Here S Ronson S ° Lucky, too, because it’s 


pilfer-proof! Acetate window 


kee handise cl ' 
#25643 Sport Chrome, Satin Finish $5.95 p merchandise clean, too 


#25654 Sport Chrome, Bright Mesh 6.95 


YOU GET ' if i, ee ... Capri Satin Finish | 8.50 
| 9.95 


#50276 Essex z Tortoise Enamel . 
#18341 Adonis....... Satin Finish .......... : 9.95 


RETAIL VALUE $41.30 
YOUR NORMAL COST 


LESS TD-5 BONUS 
YOUR ACTUAL COST 


Order Ronson’s LUCKY SEVEN (TD-5) DEAL NOW! 
maker of the world’s greatest pocket and table lighters 
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He’s Ready for Ml, all CHALLENGES 
about FAVRE-LEUBA 


EXCLUSIVITY 


Here’s the Favre-Leuba salesman... He’s all 
aglow after a steady string of victories in his 
campaign against the evils in the watch 
business. He’s armed with the greatest 2-punch 
combination —the FAVRE-LEUBA FRANCHISE 
AGREEMENT ... This is a signed document, 
Stating in unmistakable terms, 

that the jeweler holding it is the 

exclusive, authorized Favre-Leuba retailer 

in his community! And, every one of our 
distinguished retailers will testify that 


Favre-Leuba lives up to every word of it! ... 


~~, 


5 


FAVRE-LEUBA AGREE Mey: 


The Favre-Leuba Agreement offers 
Jewelers this 2-Fisted Protection: 


MONITORED DISTRIBUTION ... 
Favre-Leuba appoints only the most 
responsible jewelers in each locality as 
authorized distributors; monitors sales 
distribution by every conceivable means. 
RETAILER PROTECTION Guaranteed 
by Agreement... With our signed pledge 
of iron-clad exclusivity each authorized 
retailer can build his Favre-Leuba watch 
sales, steadily and surely, completely 
protected against price slashing and 
unethical competition... 














If you are a responsible jeweler...if you are 

anxious to knock-out the undesirable competition 

< that threatens your watch business... why not get 
— the Favre-Leuba salesman to show you the 1-2 


Typical of Favre-Leuba quality 4 extremely thin, officially- Punch technique that has proved so successful ... 


certified Chronometer; 17 Jewel, temperature-adjusted 
movement; 18 Kt. Gold case; 18 Kt. Gold applied-figure 
dial. Retail (F.T.1.) $250. Other "Temperature-Adjusted” 


Watches from $71.50 - foo-L4, 


Norman Roth, President 


Or, write me, personally, for all details. 


FAV RE- Le U B AX Watch and Chronometer Co., 


665 FIFTH AVENUE, NEW YORK 22, N.Y. 


Sold and Serviced in “$< —\* 50 Countries...Since 1815 





TING AN EXCLUSIVE 
¢ ENCHANTING 


: € ekecs he leavielia derehiae that 
e' them apart from all others. Your customers 
wilt see o once that iba are seer in every 


Aes ae of a genuine ee Hand 
Barel Bridal is our signature Od 
d in the shank of every ring. 
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An immediate attention-getter! 

Combines beauty and salesmanship! 

Fast, convenient selection! So good-looking, 

it adds a touch of elegance to all your merchandise! 
Convenient, compact! Holds seven men’s jewelry sets 
on luxurious satin pads! 

Easy to handle! Put them in your windows! 

Put them on your counters! The perfect eye-catching 
replacement for night windows! 


From CH/7 Unit 


; 


A aati Oe ttt 


(FA 


Set No. 1616/2 _ $4.95 








BEAUTIFUL NEW 
MEN’S JEWELRY 


Set No. 498/2 $7.50 Set No. 131/3 Onyx $7.50 Set No. 1754/3 $7.50 


All stones are simulated unless indicated genuine — all prices are Keystone — tax not included. 





Spuidel “CENTURY” INVENTORY CABINET 


HOLDS 100 WATCHBANDS IN A MINIMUM OF SPACE! 


DISPLAYS 20... STOCKS 80 


Here’s the display idea of the century! A compact, light- 
weight wood cabinet, in attractive blue finish! Displays 
10 men’s bands, 10 ladies’ bands . . . and in the back of . abies 


the cabinet, you can store 80 boxed watchbands! Perfect Ask your Speidel Distributor how this wonderful new 


for window and counter display! “CENTURY” Inventory Cabinet can be yours FREE! 


YOUR BEST SALESMAN IS AN EYE-CATCHING DISPLAY! 


Copyright Speidel Corporation 1957 Printed in U.S.A. 





Soridel “counter REVOLUTION” DISPLAY 


PERFECT FOR WINDOW AND IN-STORE DISPLAY! 


You've never seen anything like 
it! It’s the most exciting display 
in the jewelry industry! 













» , 
— - bh ty . 


SX 
: fe er 
Bi ta WAT 


. | \ a This beautiful modern unit has 
CH REPAIRS | anew, different kind of move- 
= ment! It’s a DOUBLE REVOLVE! 
The watchbands seem to be 
floating in air. It looks like 
magic! And like magic, it draws 
customers to your window and 
counter! 


oy 





VAH 





“ 
» 
: 


yvnoa 





Outer ring dramatizes the fine cus- 
tomer services of your store, revolves 
counter-clockwise. Inner ring with 
watchbands revolves clock-wise. 








HBANO YO 
THE FINEST WATC ~ Can Own 








ASK YOUR SPEIDEL DISTRIBUTOR ag 
HOW TO GET THESE FABULOUS ws ef, 


"bea 


NEW DISPLAYS FREE / SPEIDEL STATIONARY WATCHBAND DISPLAY! 


ATTRACTS IMMEDIATE ATTENTION WITH 
COLORFUL, MODERN DESIGN! 


THE FIRST STEP TO A SALE IS A HANDSOME DISPLAY! 














THIS COLORFUL KEYMASTER DISPLAY 
IsyouRSs FREE / | 


WITH a 
THE FAST-SELLING KV/12 UNIT | SENTIMENTAL 


fo 


HOTTEST LITTLE ITEM EVER! 
SPEIDEL’S NEW KEYMASTER 


THE PE 
ve eon GIFT FOR EVERYONE 16 TO 6 
AUTIFUL STYLES TO CHOOSE joa 


KV/12 SPEIDEL KEYMASTER VALENTINE UNIT 


Color of Cost to To Consumer 
\ Quantity Item No. Finish Description Retailer Ne rex 
Per Each Per Each 
KmM100/3 Yellow Plain with Shield $ 1.80 $ 2.95 
KM100/2 White Plain with Shield 1.80 2.95 
KM200/3 Yellow i 2.40 3.95 
KM200/2 White /Shi 2.40 3.95 
KM300/3 Yellow i 2.40 3.95 
KM300/2 White /Shield 2.40 3.95 
KmM400/2 White *Red Leather w/ Shield 2.40 3.95 
KM500/2 White *Ruby Stone 3.00 4.95 
KM600/2 White *Rhinestone 3.00 4.95 


——— 


eagle 
cost OF KV/12 SPEIDEL KEY MASTER EE 5 $27.00 $44.40 
Your cost of KV/12 Unit $27.00 








Your Selling price (No Fed. Tax) $44.40 


*All Simulated Stones or jmitation Leather. 


HERE IS CAROLIN - 
E O'CONNOR Opidels ¥ 
WHO SELLS SPEIDEL FOR YOU! — ber oa 


OV 
ame 21 —-" VIEWERS EVERY 
GLE WEEK SEE SPEIDEL’S 








1 
$100,000 TV GIVEAWAY PROGRAM 











California 


sie c CALAN COMPANY 


Arizona 
448 SO. HILL STREET 
LOS ANGELES 13, CALIF. 
SAN FRANCISCO + PHOENIX * HONOLULU 








a 
~ 


COGAN DISTRIBUTORS, INC. 


DALLAS MERCHANDISE MART 
DALLAS, TEXAS. 


AUTHORIZED DISTRIBUTORS 





Texas 
Oklahoma 
Louisiana 


Arkansas 











Southern Ohio 
Kentucky 


Central and 
Southern 
Indiana 


i 516 3 ' 
THE GERWE BROWN CO Tennessee 
os 


817 MAIN STREET $4.95 Southwestern 
CINCINNATI 2, OHIO West Virginia 





os AUTHORIZED DISTRIBUTORS 


GLUCK DISTRIBUTING CO. BD Western N. Y. State 


717 LIBERTY AVENUE } | Western 
PITTSBURGH 22, PENNSYLVANIA Kae q Pennsylvania 


Eastern Ohio 


Northern 
West Virginia 





Maryland 
(in part) 


All Speidel Watchband and Photo-Ident Prices include Federal Tax. 
(No Tax on Stainless Steel Watchbands) 


Copyright Speidel Corporation 1957. Printed in U.S.A. 











Greater Chicago 
Northern Indiana 





as 
, , WO. Gord 

Wisconsin LORS Froth ack 

unless a 


Canteal Winai ms 
meso GUNST, KANOW & GASSIN, INC. 


29 EAST MADISON STREET 
CHICAGO, ILLINOIS 


oe 
a 


HARBAY, INC. 


402 MICHIGAN THEATRE BUILDING 
DETROIT 26, MICHIGAN 


AUTHORIZED DISTRIBUTORS 


Michigan 
and 


Toledo, Ohio 
Area 








Greater New York DP IPSS 4 | 
Metropolitan Area Pant otk We ae dé set NO: 
including | 

Northern New Jersey 


aot : 
ur. GO “< “f, 6 
and Fitted : o- , - 
Southwestern Connecticut ef Xa LEQ HEILBRUN DIST.. INC. 


601 FIFTH AVENUE 
NEW YORK 17, NEW YORK 


430 2 





AUTHORIZED DISTRIBUTORS % 


HOPKINS CORPORATION 


5 HOPKINS PLACE 
BALTIMORE 19, MARYLAND 





Greater Washington 
and Baltimore Area 
Virginia 

and 

Southeastern 

West Virginia 





Car V's 
PHOT ELINA 


Go 10K t 
Stainjecilled 


Ss 


$14.9. °° | Central & 
: Northern Ohio 


MARCO of OHIO INC = ad ba (excepting Toledo) 
: ; or Sm, 


HIPPODROME ANNEX 
CLEVELAND 15, OHIO 


‘ont 


@ AUTHORIZED DISTRIBUTORS 


aa 


MIKIN COMPANY inane 


317 NO. ELEVENTH STREET 


ST. LOUIS 1, MISSOURI Southern Illinois 


Kansas 
Greater lowa 
Nebraska 





New England 
and 


* 439 ‘a 
SONAC CORPORATION New York State 


101 TREMONT STREET 
BOSTON 8, MASSACHUSETTS 


. 
o> 


SPEIDEL PRODUCTS DIVISION ae 
A. COHEN & SONS CORPORATION *SS Georgic 


North Carolina 
321 PEACHTREE STREET NE 


AUTHORIZED DISTRIBUTORS 


ATLANTA, GEORGIA 1. | - |. ae Florida 
: ; Mississippi 


South Carolina 











...and be sure to look for these additional 


Authorized SPEIDEL Distributors 


Simon Golub & Sons 


1417 Fourth Ave., Seattle 1, Wash. 
Hyde Blidg., Spokane 4, Wash. 


Mayer Brothers, Inc. 


Fourth & Pike Sts., Seattle 11, Wash. 
519 S. W. Third Ave., Portland 4, Oregon 


Bernard Italie, Inc. 
510 S.W. 3rd St., Portland 5, Oregon 


S. H. Clausin & Co. 
911 W. Riverside Ave., Spokane, Wash. 


Washington Montana 
Oregon Idaho 


A. C. Becken Co. 
511—16th St., Denver, Colo. 


Albert F. Long Co. 
1201 Welton St., Denver, Colo. 


Vicksman Jewelers 
1519 Glenarm Place, Denver 2, Colo. 


Primrose Jewelers Supplies 
28 W. Second St., Salt Lake City, Utah 


S. H. Clausin & Co. 
Darling Bidg., Salt Lake City, Utah 


Wyoming Utah 
Colorado New Mexico 





J. M. Bennett Co. 
627 First Ave. N., Minneapolis 3, Minn. 


S. H. Clausin & Co. 
41 N. 12th St., Minneapolis, Minn. 


Thomas B. Wilson 
627 First Ave., N., Minneapolis, Minn. 


Twin City Watch Supply Co. 
228 Plymouth Bldg., Minneapolis, Minn. 


South Dakota 
Northern Wisconsin 


North Dakota 
Minnesota 
Michigan (Upper Peninsula) 





Claude R. Robins Co. 
312 Chestnut St., Harrisburg, Pa. 


Aisenstein & Gordon, Inc. 
712 Sansom St., Philadelphia, Pa. 


A. Jos. Baltin & Co., Inc. 
722 Sansom St., Philadelphia, Pa. 


H. B. King & Co. 
1316 Arch St., Philadelphia, Pa. 


Edward Tinkelman, Inc. 
715 Sansom St., Philadelphia, Pa. 


Wm. S. Waples 
731 Sansom St., Philadelphia, Pa. 


Central & Eastern Pennsylvania 
Delaware Southern New Jersey 


Special note to retailers in areas listed above! 


That knock on your door belongs to your Speidel Distributor who continues 


to bring you the same enthusiastic service — with your interests uppermost | 


in mind — that has made Speidel distributor-retailer relations so beneficial 


and pleasant in the past! 























CHARGE SALES are mechanically posted and classified by this National Cash-and-Charge- 
Posting Register. 


8. A. MILKINS, owner of 
Milkins Jewelers. 





ATTRACTIVE interior of Milkins Jewelers, which obtains 


complete sales information through its National System. 


“Our @lalional Charge-Posting Register 
saves us *2,100 a year... 


pays for itself every 12 months!”~—sunias jewelers 


*‘One year’s experience has convinced 
us beyond doubt that our National 
System was one of the wisest invest- 
ments we ever made!” writes B. A. 
Milkins, owner of Milkins Jewelers. 
“It gives us complete control and 
sure protection, and pays for itself 
every 12 months! 

“Our National Cash-and-Charge- 
Posting Register not only records and 
controls all cash sales and cash pay- 
ments, but also keeps our customers’ 
ledger account records accurate and 
up-to-date. Each transaction is 
printed on the audit tape for our 
records. A printed itemized receipt 


for our customers shows the status 
of their accounts...old balance, 
amount of payment and balance owed. 
The register’s mechanical operation 
eliminates costly mistakes in posting. 
With efficient operation and far lower 
bookkeeping expenses to its credit, 
our National System has also achieved 
wonders in building good customer 
relations. In reduced costs alone, it 
saves us more than $2,100 a year!” 


3G Wh. 


Owner, Milkins Jewelers. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


989 OFFICES IN 94 COUNTRIES 


Wyandotte, Michigan 


A National System can work these 
same wonders of efficiency and savings 
in your jewelry store. For full informa- 
tion on how Nationals soon repay their 
cost, then continue returning savings 
as extra yearly profit, call your nearby 
National representative. He’s listed in 
the yellow pages of your phone book. 








It’s 
time 
ing E ; oe a e@ e e EXCLUSIVE STYLES 


e BETTER QUALITY 
® SMARTER PACKAGING 
© HIGHER MARK-UP 














Dont LET look-alike watches rob you of those ex- 
tra sales and profits! 

Zodiac offers you (and your customers) unusually 
styled watches — handsome, sleek self-winders, auto- 
matic calendars, “*hack’’ watches, chronographs, 
chronometres...over 200 fabulous, best-selling styles 
for men and women from $49.50 retail. 


Write for the big 1957 Zodiac 75th Anniversary catalog. 
See for yourself what Zodiac can do saleswise for you! 


- Beene HRHmHHHe eee ee 


, r~ g Please send your big 75th Anniversary catalog, whole- 
sale price list and full sales information. 


’ : A 
‘ ’ 
f | O | 8 


Woldi Finest 


B cv STATE 
aa | 
uf Winding Nateh OB arrenmon 
BE BEB eee ee eee 
17 





é ZODIAC WATCH AGENCY « 15 WEST 44th STREET + NEW YORK 36, N.Y. 3 
¥ FIRM NAME 
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March 25,20, 
27, 28, 29, 30. 
ms 3l ‘April ‘, 2, 


1 3,4,0,6 


NOW IS THE TIME TO GET READY 


IT’S “WATCH 
INSPECTION 
























It’s almost here! The one and only promotion that features your Service 
Department. The one promotion that features your distinct exclusive— 
service. The promotion that has almost doubled Service Department sales 
and profits since it started in 1949...and a top traflic, sales and profit 
builder for your whole store all year long. 


This year, by request of jewelers themselves, ““Watch Inspection Time” 
comes in the spring, March 25 through April 6. Now is the time to start 
getting ready. Here are the things you’ll want to do immediately: 


T Set up your Service Department. Order all necessary parts and equip- 
ment. Remember—prompt service is your best salesman. 
Schedule your newspaper advertising for this event. Timing counts. 


3 Plan your window around our sensational, new “Watch Inspection Time” 
action display. Remember—action speaks louder than words. 


Brief your store personnel on the importance of “Watch Inspection 


‘Time.’ How it can lead to extra sales and profits in all departments. 


Here is what we'll be furnishing you from THE WATCHMAKERS OF SWITZERLAND 


I Advertising in Reader's Digest featuring ““Watch Inspection Time.” 

2 Free live-action window display. A moving, eye-catching display highly 
praised by 28 leading jewelers whom we asked to carefully pre-test it. 

3 Free newspaper mat ads. Increase both your traffic and store prestige. 


4 Free mailing-piece mat ad. Gets your story into your customers’ homes. 


WATCH YOUR MAIL for an envelope 
from The Watchmakers of Switzerland. You'll 
receive complete details and descriptions. 
of all the free selling aids listed above, 
including this live-action display, 


plus instructions for ordering. 
Meantime, make your own plans for fitting 
“Watch Inspection Time” to the best 
needs of your own store. 





FOR THE 10th YEAR, FEATURING YOUR FAMOUS SLOGAN: 


“For the gifts you'll give with pride, let your jeweler be your guide” 


The WATCHMAKERS OF SWITZERLAND 
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puts new life in radio 
Sales with new long-life TRANSISTOR T-7 


NO COST TO DEALERS FOR 5-YEAR GUARANTEE! 


_ Philco scoops the radio industry with the first 5-year guarantee in elec- 
tronics history. And it costs you nothing. 


PLAYS ON 2 REGULAR FLASHLIGHT BATTERIES 
If any T-7 part fails from use within 5 years, the customer returns the 
set right to the Philco factory and we replace the part, not you! No cost 


AVAILABLE EVERYWHERE! 
to you or your customer for parts or service for 5 FULL YEARS! 


This sensational guarantee is made possible by Philco’s patented 
surface barrier transistor, product of Philco leadership in radar and 


guided missiles. It operates on the least current, lowest voltage in radio, 


making the Philco T-7 practically wear proof. Philco’s precision-etched 
circuit is sealed against moisture, cold, heat, salt air. 


Here’s a big-ticket item with no discount competition, no warranty 
problems, no service headaches for you! And the hottest sales appeal in 
radio! Want to put new life in your radio sales? 

For full details on how you can cash in fast, see your Philco Distributor 


BACKED BY THIS AMAZING GUARANTEE — 
NO BATTERIES TO BUY FOR 1 YEAR! 





LOOK AHEAD... dad you chose PH IL CO 


THE JEWELERS’ CIRCULAR-KEYSTONE 


For retail jewelers 





exclusively 


A NEW 


Tevet LINE 


Te} = 
RELIGIOUS 
JEWELRY 








Bs << lin 


This new line broadens Forstner's al- 
‘Guueeme, ready extensive selection of fine jewelry. 
Ideal for Easter and year-round sell- 
ing, this line includes an attractive 
assortment of styles: Sacred Heart, 
Scapular, Miraculous and Four-way 
Cruciform medals, a Protestant medal, 
the Star of David, St. Christopher 
medals and auto pins. St. Christopher 
medals available with neck chains or 
shortie key chains. All pieces exqui- 
sitely crafted with clear-cut engravings 
that make an art of every detail. 
Available in Sterling Silver rhodium- 
finish, with some items in gold-filled, 
others beautifully enamelled in color. 
Attractively boxed and priced from 
$3.50 to $9.25 retail. 








This new line is offered-in addition to 
the highly-successful Forstner selec- 
tion of crosses. It will be sold on a pro- 
tected basis. Contact your authorized 
Forstner wholesaler today! 


Tovelaet, 


JEWELRY'S NAME FOR QUALITY 


Kips 


FORSTNER, INC., Irvington 11, New Jersey 
Showrooms 
320 Fifth Avenue, New York 1, N. Y. 
448 So. Hill Street, Los Angeles 3, Cal. 
. | 29 E. Madison Street, Chicago 2, III. 





Cy 4 fe S-Sterling Silver 
_ : F—Gold-filled 
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high 


standards 





of their 

world famous 
Gold Filled 
lighters 
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Here, a skilled operator performs the final deep draw — over 134” deep — on Zippo’s 
new gold filled Slim-lighter case. Ability to withstand a draw of this severity is 
convincing proof of the extra quality built into General Plate Gold Fillea Stock. 


specifies General Plate Gold Filled Stock 


Mr. George C. Blaisdell, President of the Zippo Manufacturing Company, 
says this about their recent experience with General Plate stock: 
“Our problem was a tough one. We needed a stock that could stand the 
severe deep drawing necessary to produce top quality case shells for our lighters. 
Annealings had to be held to a minimum. Uniform precious metal coverage was 
a must. Orange peel could not be tolerated. General Plate’s technicians worked 
closely with our production men and helped us overcome these problems. We are 
now producing Cases in quantity, with a minimum amount of scrap, which meet 
our high standards in every way.” 
If you are having difficulty with deep drawing, or any other gold filled forming 
operations — let us show you how the use of General Plate’s Gold Filled Stock 
can help you. Our complete field engineering and factory technical services are 
available without obligation. These services are additional reasons why it will 
pay you to use General Plate Gold Filled Stock. For further information, contact Look for the Mark 
your General Plate representative, or phone us collect. GOLD FILLED 


This government prescribed mark 
METALS & CONTROLS CORPORATION may read 10, 12, or 14 Karat Gold Filled. 
GENERAL PLATE DIVISION 


Attleboro, Massachusetts 


SALES OFFICES: ATTLEBORO, NEW YORK, CHICAGO, LOS ANGELES 
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JUST RELEASED! 


“portrait in crystal” 


the picture that lasts forever 


AS SHOWN ON NETWORK TELEVISION 






YOURS TO SELL FOR THE VERY FIRST TIME: 


Amazing new kind of jewelry mounted in 14K yellow * a 
gold. Beautiful “Portrait in Crystal” uses a unique 
process developed by the Corning Laboratories to 
actually reproduce the image from any black and 
white photograph in photo-sensitive crystal! Endures 


forever as a precious heirloom. 





PORTRAIT IN CRYSTAL 
745 Fifth Avenue 
New York 22, N. Y. 








> <igy me Dear Sirs: 

: Portrait in Crystal,” the most unique development Yes, please send me the “Portrait in Crystal” brochure 
in jewelry in 40 years, has already achieved fabulous immediately ! 

success under highly limited distribution. Now you es 





too can profit from the proven appeal of this revolu- 
tionary new idea! Write immediately for a catalog of 
the entire “Portrait in Crystal” line. Use the coupon 
at the right. 


Store Name 
Address 
City Zone State 














As created by Marchal Jewelers, N. Y. C. 
PORTRAIT IN CRYSTAL 745 Fifth Ave. New York 22, N. Y. Lie EE ee ee TS 
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BIG SELLER OF THE FALL SEASON! [his watch series made 
Sales history last fall. Now it’s new and better... ready to break new 
sales records for spring. Dashing “Newest-Look-in-Time’” styling! Fac- 
tory-sealed Super Gruen package! Why is it so profitable for you to 
feature Super Gruen with exclusive Power- Pak? Because your cost Is 
so low... your consumer value so high. Lets you promote for bigger 
volume with good profit on each sale. Don’t leave the profits to 
the other fellow! Call Gruen right away... before you turn the page! 


GRUEN... 


THE JEWELERS’ CIRCULAR-KEYSTONE 














GRUEN - 


BIG NEWS OF THE SPRING SEASON! Now sel! this Super 
Gruen Water Resist with Power-Pak right along side the Autowind, and 
maximize your profits! You can promote this new feature-packed 
“Newest-Look-in-Time’ styled watch at a promotion price that will make 
customers’ eyes pop! Gruen store promotion tells the story of the 
Super G All Weather and Air Hammer tests ... proof of the Super G’s 
unbeatable Water and Shock Resist qualities. For more sales and 
more profits, call us about the whole Super Gruen line NOW! 


THE NEWEST LOOK IN TIME! 


THE GRUEN WATCH CoO., TIME HILL, CINCINNATI 6, OHIO. IN EUROPE: BIENNE, SWITZERLAND. 
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with CARL-ART matched sets, 
necklaces, pins, earrings, 
bracelets, charms and 
Crosses. 

Here’s the most complete 

line of fine jewelry 

available anywhere. 

You ll need the glamour 

and the prestige of 

quality CARL-ART jewelry to be 


really ready for spring 


Sterling, 12K Gold Filled and 14 K 


thru your wholesaler 


CARL-ART inc. 


PROVIDENCE ® RHODE ISLAND 


THE JEWELERS’ CIRCULAR-KEYSTONE 














& a 


er demand --° 


. 2 























FASHION PROCLAIMS “THE SLIM LOOK” AND KREISLER 
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(A) PYRAMID BEVEL #12480....(B) FLAT BEVEL #12492....{(C) DIAMOND BEVEL #12486 .... $12.50 F. T. 1. EACH 


Available in yellow or white with Alligator or Pinseal inserts — Regular, Long or Short -—- Curved or Straight Ends. 

















the new high fashion look in watchbands 


3: 
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Once again, Kreisler takes the lead in styling . . . and you 
take the lead in sales! “Slim Jim”—six smartly tapered leather-and- 






metal expansion designs keyed to the narrow line so successful in 






at 8 mt enn 


apparel today. Crafted with the same skillful workmanship that always 





tae eey 


puts all Kreisler Watchbands first in fashion . . . first in wrist comfort. 





Handsome “Ful-Vue” Display 


Case free with “Slim Jim” assortment “Slim Jim" spearheads a way-out-front collection of 
#62. Twin mirrors give a full spring sellers from Kreisler . . . superb expansion styles, finely- 
dimensional view of ¢ watehbands; detailed leather models . . . exciting new ideas for 1957 blended with 


measures 14” x 5” x 5”, , . : 
the ever popular Kreisler classics. You’ll want them all now! 


) 
; 
: 


You’ll re-order them all later! 


kreisler 


Jacques Kreisier Manufacturing Corporation 





9015 Bergenline Avenue, North Bergen, New Jersey 





Baby Ben Electric is here! 
Excitingly new, in 3 colors too! 


Now, the electric “‘twin’’ of America’s most famous small 
slock, the Baby Ben spring alarm! Completes your new 
*Ben’’ family; gives you the added sales appeal of new 
jJecorator colors. And remember, there’s a luminous dial 
nodel in each color to give you an extra profit on the sale. 
Better stock up on this one...folks will be asking for it! 


Plain dial—Retails at $6.95 (plus tox) 
Dealer cost $4.57 
Luminous dial—Retails at $7.95 (plus tox) 
Dealer cost $5.22 
#1250 luminous 


#1251 luminous 
#1252 luminous 


Beige #1240 plain, 
Pink #1241 plain, 
Jade #1242 plain, 


Remember, more Westclox have been sold 
than any other clocks 


WESTCLO 


PRODUCTS OF a CORPORATION 


LASALLE-PERU, ILLINOIS 


Presenting 

3 great new 

best-sellers 
from 


WESTCLOX 


Just in time for exfra profits—the 
long-awaited BABY BEN ELECTRIC 


plus your most exciting 
spring and electric clock values! 


New “no-work, all-sell’’ display 
moves Baby Bens for you! 


Westclox’ new patented “pop-up” display sets up 
automatically. You just open the carton and it’s 
ready to sell for you! Smartly designed with eye- 
stopping reflector background that mirrors back 
of clock for full color impact. It’s free to you! 


Baby Ben Electric Assortment No. 1290 
6 Baby Ben Electrics, one plain and one 
luminous in each color. 


Dealer cost (including special 5% discount) $97 _ OO 


Here are your quantity discounts 

5% on 6 or more Westclox Electrics. When you order #1384 
Tide assortment and #1290 Baby Ben assortment together, you 
earn the 5% discount on the entire order. 22% discount on 24 
or more Westclox spring alarms, America model or assorted. 

For your protection Westclox products are Fair Traded in all states 
having Fair Trade laws. Prices quoted do not include taxes and 
ore subject to change. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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The “Tide’s” in! 
New electric alarm with 
rich, new luminous dial 
... just $4.98! In colors too! 


Delightfully-fresh styling that’s sure to ap- 
peal! New Westclox Tide has rich-looking, 
precision molded plastic case with embossed 
flamingo design on the side panels. Has 
sweep-second hand and shatter-proof crys- 
tal. This will be a hot seller. Order now! 


#1255 Pink, #1256 Yellow 
Retails at $4.98 
Dealer cost $3. 46 


This neat and nifty display takes 
up very little space but man how 
it sells! Shows off each clock color 
to best advantage. Display in- 
cludes 4 Tide Electric Alarms; 2 in 
yellow and 2 in pink. 


Tide Assortment No. 1384 
Dealer cost $]/3 84 


Yours FREE! Smart Shopper-Stopper Displays 


"America” the beautiful new 
low-priced spring alarm... 


in 3 decorator colors! 


This handsome, 40-hour alarm is low-priced to 
sell in volume for you, yet has the fine quality 
and dependability your customers expect from 
Westclox. Top button turns off alarm. Distinc- 
tive new gold-color bezel. Comes in Ivory, Pink 


or Light Blue. Order the assortment now! 


Retails at $3.50 
Dealer cost $2.45 


Opened shipper becomes a selling 
merchandiser in seconds! Flaps fold 
to form colorful, sturdy ‘“‘display”’ 
setting for clocks. Peak roof displays 
one of each color. Interior stores 
complete assortment of clocks. 
Introductory Assortment No. 2940 
12 America clocks—4 each color 


Dealer cost $29.40 


WESTCLOX ADVERTISING SELLS FOR YOU! 
These new items and all other Westclox 
watches and clocks are featured all 
year-’round in Westclox big national 
magazine and network TV advertising 
campaign. Stock up! Use your free dis- 
plays to tie-in for extra sales! 
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Tessler & Weiss has achieved the distinction of pro- 
ducing diamond ring mountings that can quickly turn 
inventory into sales! Your wholesaler prefers Tessler 
& Weiss mountings because experience makes him 
choose the mounting line that provides the teweler 


with diamond rings that sell! 


Your wholesaler and only your 


wholesaler can offer you... 


Tesster & Weiss mountings! 





























Tessler & Weiss wc. 
2389 Vaux Hall Road, Union, New Jersey 


Rings enlarg 
to show detai 














fim@xse presents the only complete line of Multi-Size watchbands 


Style 6506. 
Retai! $7.95 F.T.1. 





SEESIST SEC TES ORS SES SSSSs 
ee ee ate a ee el. _ — } ton 








over 50 different styles! Multi-Size fits every wrist, so you need 
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Style 6509 {> 
Retail $795 FT) oS eae 








no longs, no shorts! You get greater variety of styles and prices 
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with a lower investment— more turnover with less stock! 
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And here are new dramatic selling aids for you...each a sales- 





Style 7295 
Retail $9.95 F.T.! 


Style 4293. 
Retail $9.95 FT. 














start sales at your window 
Watch & Band Window Merchandiser |MD-54. 


This continuous-motion showpiece for your window sells everything. Shows 








12 best selling J-B bands plus watches, rings, lighters, anything you 
want to display. Back-up stock of 42 bands in leatherette case with 
3 compact easel-back trays. A real “sidewalk salesman” that stops traffic 
because of its ingenious motion and because it seems to be suspended in 
air. (An invisible nylon thread does the trick.) Foolproof silent motor. 
Free with order for 54 bands. Ask your wholesaler for Display MD-54. 
He’ll show you how it can make $236 for you. Size 17% x 13” x 7” 


WATCH BANDS 
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clinch them at your counter 


Picture Frame Stock & Sell Counter Display 'SC-4| 


A complete watchband fashion-show for your counter in one compact 
unit. Yours free with any 4 of the 7 Presentation Trays of J-B bands you wish 
to order. Imagine, you can pick the assortments that will sell best in your 
store! Trays have borders finely tooled in luxurious gold leaf. Ready 
identification on backs of trays makes this a perfect Inventory Control Unit. 
Nothing dresses up your counter so handsomely. Nothing sells so many 
watchbands so well, in so little space. Holds 40-50 bands on display at 
all times perfectly protected by glass. Ask your wholesaler for eegesd SC-4. 


‘a 4 aff 


He‘ll show you how it can make $219 for you. Size 14x 14x § 


now feature the assortment 


that sells best in your store... 
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Swing Display|SD-8 


Ingenious midget motion display for window 


and counter. Mystery motor makes charming 


girl swing back and forth. People stare, ask 
questions, and buy! Ask your wholesaler for 
Display SD-8, free when you order 2 each of 4 
new J-B styles. He’ll show you how putting one 
in your window and one on your counter can 
make $80.40 for you. Size 9 x 8 x 4 


beautiful fashion displays create impulse sales 
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to color match your accessories 


“men: $295 


Serenata Suede 
Assortments 


Six bands with free display. All 
black (Display 56) or fashion col- 
ors as shown (Display 55). Fittings 
in white or yellow. 


$995 
40d a touch of 


elegance to your watch 


change * yourself with a 
Chene genuine Lizard band 


Cherie Lizard 
Assortments 
Six bands with free display. All 
black (Display 58) or fashion col- 
ors as shown (Display 57). Fittings 
in white or yellow. 


colorful suede and 
lizard band displays 


These finely-crafted leather bands 
with patented End-O-Matic ends 
have a great new exclusive feature. 
Color goes all the way to the watch! 
End-O-Matic magic is concealed 
» by leather insets. Ask your wholesaler 
for these displays of assortments 
in tried-and-true basic fashion colors. 


REET Sa et 
Mg mer’ 


Cherie-Serenata 
Assortments 
(Display 59): A beautiful balance 
of colors in lizard and suede as 
shown. All black (Display 60). A 


natural for trading up! 


Cord Display with Quick -Fit- Kit 
Your cord customers don’t need selling — just re- 
minding. So let this glamour display remind 
them for you. They’‘re free with every 12 cords you 
order. Get one for your window or counter. And 
one would be a natural for your watch-repair 
department. Displays 2 cords and contains a handy 
kit of 10 more cords and fittings ready to assemble. 
Ask your wholesaler for Display 40 ($1.95 sellers) 
or Display 35 ($2.95 sellers). He'll show you how 
they can make $13.80-$21 apiece for you. 


Size 7° x6 x2 





f\ 


/EWELERS BEST 


Deluxe 
Presentation |SL-7| 








You liked the J-B watchband presentation 
case and trays so much that we’re making 
it available to you as the most elegant way 
to sell America’s finest quality watchbands 
—the complete J-B line. Customers will be 
impressed by this handsome ostrich case 
which displays the bands on genuine Gala- 
vel velvet — the costliest velvet of all. Its 
Tiffany look makes it the perfect vehicle for 
trading up. A marvelously impressive com- 
plete watchband department in only 
14%" x 8” x 642” of space. And we’ve made 
it a most efficient inventory control unit, 
with complete band identification on the 
back of each tray. Yours free with 7 colorful 
trays containing 75 watchband styles (50 
of them Multi-Size!) Ask your wholesaler for 
Deluxe Presentation SL-7. He’ll show you 
how it can make $331.15 for you. 


JACOBY-BENDER,. INC 


Multi-Size Photo-Vue Ident Display IPV-12| 





Stock and sell with this lush display case. The draped crystelle velvet 
trays, which nests the idents, makes a fabulous presentation for 
window or counter. Free with order for 12 Idents. Important extra: 
one dozen free gift boxes with each case! Ask your wholesaler 
for Display PV-12. He’ll show you how it can make $64.80 for you. 


4 a 





IF SUDDENLY (and without too much know-how) 
you find yourself with the responsibility of selling a jewelry business . . 


Banks, probate courts, and executors of estates, who find themselves with a 
jewelry business to dispose of, often call on us 

to appraise, buy, liquidate, or even to advise. 

‘‘As sure as a bank”’ is an old saying, but what could 

be a surer recommendation when refereiices are required? We'd be happy 
to refer you to some of them concerning Gordon Brothers. 


metic 


for 53 years specialists in cash-buying or liquidating jewelry stores and stocks. 
Consult Gordon Brothers without obligation . . . 38 Bromfield Street, Boston. HAncock 6-3233 
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Mr. Jeweler 

°Give YOURSELF Jey 
© Your EMPLOYEES 
©Your JEWELER FRIENDS 


A COPY OF [> 


Hic 
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Here is a GIFT any RECIPIENT will 


Appreciate, Use and Treasure for Years to Come 
THE JEWELERS’ 


It contains an invaluable wealth of information essential to DICTIONARY 
Jewelers, Watchmakers, Gemologists, and all others seeking 

information pertinent to the Jewelry and allied industries. 

265 pages jammed with authoritative, factual information. 

More than 4500 word-and-term definitions, many of them 

clearly illustrated. Complete comparative table of Interna- $ 50 
tional ring sizes. Eight full-page plates illustrating over 125 
varieties of stone cuts. Facts on Sterling and Plated Silver- *n Rich 
ware. A table listing American Watch sizes and enlarged Hard Cover Bound oe 
views of Watch parts PLUS a trilingual vocabulary of horo- Blue Cloth with Gold 
logical terms. An explanation of Gemstone charatceristics, Stamping 
tables of weights and measures, Wedding Anniversaries and 


lists of Birthstones. ORDER TODA Y| 


AUTHORS 
Dr. Frederick H. Pough 


Former Curator of Gems and Minerals of 
the American Museum of Natural History 


John J. Bowman 


Director of 
Bowman Technical School 


C. M. Hoke 


Consulting Chemist 
Jewelers’ Technical Advice Ce. 


Joseph D. Little 


Authority on antique silver, both sterling and 
Sheffield as well as modern plate and sterling. 


A Limited Quantity 
Available 


Check or money order must accompany all orders. 


DO NOT SEND CASH 


THE JEWELERS’ CIRCULAR-KEYSTONE 


Post Paid 








THE JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut and 56th Sts. 
Philadelphia 39, Pa. 
Please send me a copy of the revised JEWELERS’ 
DICTIONARY. Enclosed find $6.50 


is enclosed 


is enclosed 
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only 11/3 jewelers 


in 10 can get the Aquamatic “Discus” 
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PREVIEW OF 1960 thin self-winds °69°” 


For the first time ...a self-wind so thin... truly the watch of For over 79 years, quality rather 
than quantity has been stressed 
; | i by Croton Watchmakers. 

low, lean look. 17 jewels and genuine leather strap .. . guaranteed Slow, painstaking evastemenshie 
unbreakable mainspring and balance staff. Show this watch to your and much time is needed to 


customers and watch it sell on sight! produce these perfect watches. 
For that reason, production is 
*As long as case is unopened, crystal intact , 


tIncludes Federal Taz limited, and only 1 jewelers in 10 
un benefit from the protective 








tomorrow! The “Discus” has an all stainless steel case with the new 


distribution that comes with every 
Croton time-piece. Only these few 


can benefit from our much 


N IVA DA G R E. N C Hi E. N higher markup. 


See order coupon on page 37 


Distributed by 
CROTON WATCH CO., 404 Fourth Ave., New York 16, N. Y. 


Fine watches since 1878. 








Now! 
you make more 
with Ronson “66” 


maale)a-me)ce)iimiat-ip 
with any other brand! 


NOW 50 
RETAILS >, 
=e)-; 


Special Offer! 


(EXPIRES MARCH 1, 1957) 

Order Ronson “66” Shavers at the old, 
low price and sell at the new! 

Here’s your chance to stock up on Ronson “66” 
Shavers. Buy them at the old, low prices and 
sell at the new $28.50 price. That means an 
extra $5.00 bonus for you, for every Ronson 
“66” you order before March 1! Of course, all 
Ronson “66” Shavers you now have in stock 
are also worth more. And you can still offer 
the big $8.50 trade-in to your customers. 


Year-Round Advertising in national maga- 
zines, newspapers and network TV will 
pre-sell your customers on the $28.50 
Ronson “66” Shaver. This is your year 
to sell more, make more, with the world’s 


greatest electric shaver! Order Today! Order Big! 
maker of the world’s greatest electric shavers! 
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only 1'/3 jewelers 
in 10 can get these watches 


$250' 

The “Drake”: 14K g 
18K dial with |? elriaels 
17 jewels. With bi 
suede strap 





———E————=—=—_—_—_—_—— 





$150' 
The ‘Bijou’: ladies 


) P . . } } 
2-Giamond watcn witn 





| 
| 
| 


fm,* 


14K gold case, 17 jewels 
and siik cord. 


PREVIEW 








OF 1 


$24.95) 


The “Nursine’: nur 


a i > 
A , A 
Watcn WII 


>| DaCK 


$49.95" 


The “Patty”: ladies 
ve atc n W tn 


DacK Case and 


‘n TY r 
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SNe $45 
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VETIOW stee| ee ine “Aquamaid : W;ies 
bracelet 1. ae waterproof* with stain 
We , 














The “Seat 
Walerpl SA 
. 
**For over 79 years, quality rather 


than quantity has been stressed by 
Croton Watchmakers. Slow 
ainstaking craftsmanship and m 
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p vis 
time is needed to produce these 


tannt tn} - Fo +h 
erena > rer r 
Wc Cct waicnes U 


On! thoc Pour fc 
uniy tnese a rT 


of our much higher markup 


All with guaranteed unbreakable 


balance staff and mainspring! 


*As long as case is unopened, crystal intact 
+All prices are retail, and include Fed. Taz 





ORDER NOW 


Use this order blank 
for watches illustrated 
on preceding page 


CROTON 


NIVADA-GRENCHEN 


Distributed by 


CROTON watch co. 
404 Fourth Ave., New York 16, N. Y. 
Fine watches since 1878. 


2t)TON NIVADA-GRENCHEN 
404 Fourth Avenue, New York 16. N. Y. 


Please send me the following watches from the preceding Croton page: 


NAME AND PRICE | QUAN. 
SELF-WIND DISCUS | 

DRAKE BIJOU 
PATTY 


AQUAMAID 


Send me promotional material 


NAME AND PRICE 


ee 


STORE NAME 


ADDRESS____ 


ieee ee eee 





Disyloy the Di 


And the difference of course Contact your whole- 
is SIMMONS QUALITY Sterling. S2)° ‘oda to order his 


sales stimulating 12-in- 

Served to you in an attractive 12-inch counter display "sees 04 prey wick 
, . x : . or more pron with 

tray are several of the most popular Sterling Silver Simmons. 


cuff link designs for only $5.00 a pair. 


These are not ordinary price leaders you find in 
other men’s lines. These are SIMMONS QUALITY 


Sterling Silver cuff links . . . smartly styled — attractively 


displayed . . . each in their own box. 


12. Sammons— comrany 


ATTLEBORO, MASS. 

MAKERS OF QUALITY GOLD FILLED JEWELRY FOR OVER 80 YEARS SOLD THROUGH A SELECTED LIST OF WHOLESALE DEALERS 
347 Fifth Ave., New York, N.Y. © 29 E. Madison St., Chicago 2, Illinois « 448 South Hill St., Los Angeles, California 

Canadian Distributor: JACK W. LEES, 44 King St., West, Toronto, Ont. 
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OPERATION 248: YOUR BEST DIAMOND BUY 


NO LONGER do shipments of Diamonds Fine Dj 4 , ; 
valued at less than $250 have to be cleared at <ouletremeangnc | é 


port of entry. As a result of a U. S. Customs Direct from Antwerp 
to your store 










ruling, such shipments now may be sent air 
parcel post directly to your store, the 10% 
duty being collected by the postman. The 





savings in time and money are important. 


AL (620m SAOEO Et CHeneED 





To enable U. S. jewelers to take maximum 
advantage of the new Customs ruling, I de- JOACHIM GOLDENSTEIN 
vised “Operation 248” which consists of 8 DIAMOND CLUB — ANTWERP — BELGIUM 
standard parcels of Diamonds in 4 different 15 CENTS POSTAGE FOR AIRMAIL 

grades, each priced at $248. 


Joachim Goldenstein, Diamond Club, Antwerp |, Belgium 


Please airmail a FREE copy of your 3-color folder 


Send for a copy of my 3-color folder which describing "Operation 248" 


describes “Operation 248’’ in detail and in- 
cludes New Wholesale Price List 330 
(prices per carat in U. S. Dollars). Also 


a ee 


Address 
order forms. Fill out coupon at right and mail 


EES By a oe ee ee ee Me Zone a = Se 


today. ee == 
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As appearing in full color in VOGUE February Ist 


© 1957 TRIFARI 


Pin, 5.00; Earrings, 5.00 a pair. 
The colors: Turquoise, Coral or White. 
Prices plus tax. Jewelry designs copyrig 
Not authentic unless stamped TRIF ARI. 
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You can’t lose watch customers when you sell. . 





Because... 


... this “shopper” has seen the same watches the salesman has been 
showing her for less money. If you handle Mare Nicolet you'll never 
be in this position because Mare Nicolet does not sell to any outlets 
that compete with you. You are the only franchised Mare Nicolet 
dealer in your area. Guarantee your full mark-up . . . sell 


Marc Nicolet watches. 


Mare Nicolet 


MANUFACTURERS OF FINE WATCHES SINCE 1886 






WINTON WATCH COMPANY 


© 64 WEST 48th STREET NEW YORK 36, N. Y. 





HERE’S THE TRADE-MARK 


MESH 
WHITI NG & DAVIS CO 


TRA nr: 


D 
“MARK REG. U.S. ANY 


THAT HOLDS THE TRADE 


t's not enough merely to attract business. The thing is to 

hold it. Repeat buying by the consumer is the foundation 
of steady profit for the dealer. And confidence is the founda- 
tion of repeat buying. Products bearing the hon- 


orable Whiting & Davis trade-mark have been in- 
spiring this confidence for eighty years now. And \\ Wy \( ’ 
the best stores in the land feature it with profit. I 


Waiting & Davis, Inc. * Plainville, Mass. 
) ’ 
& DAVIS 


HAND IN HAND WITH FASHION—SINCE 1876 ~ 
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BROOKFIELD ...Retail$75.00 PIROQUETTE.. . Retail $14.95 


t 
| 


MEDBURY .. . Retail $59.50 
LYNTON ... Retail $39.75 


q , re 
> laa BB ie pew 
Corona. 
. ; 
4 RRR 


Profit from the selling-power 


THE FULL SETH 





he OR, AE AR ae eS 


PRESTIGE ... Retail $8.95 


and $14.95 POISE ... Retail $14.95 


and $22.50 


SHARON-ECHO ... Retail $22.50 
and $27.50 


RUDDER ... Retail $10.95 


eis Thomas selection puts the sales-clinch- Each Seth Thomas clock is backed by a time- 


MASTERPIECE S 


ing advantage of choice to work for you. As a 
Seth Thomas dealer you can offer a full line of 
proved sales leaders to give your customers 
exactly what they want in a fine decorator clock. 
This complete line ef classics in modern and 
period styling has put Seth Thomas right at the 
top of the quality clock market—and the selec- 
tion will be expanded to keep right up with 
modern consumer trends. New models are “in 
the works” right now, ready to be introduced to 
you in the near future. 


honored tradition of 144 years of fine craftsman- 
ship. Heavy national advertising in consumer 
magazines, on radio and on television will bring 
the Seth Thomas story to your buying public. 
Consumers in your market area will learn of the 
quatity and craftsmanship of America’s oldest 
name in time—Seth Thomas. 

Fill out your stock now on these fine clocks 
and watch your sales—and profits—climb with 
the selling-power of se/ection in the Seth 
Thomas line. 


SETH THOMAS 


IN TIME SINCE 


Division of Gad General Time Corporation 
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HOMESTEAD ... Retail $32.50 
and $37.50 







PLAZA... Retail $39.95 






BAXTER... Retail $19.95 












of selection with 


THOMAS LINE 





SILHOUETTE .. . Retail $14.95 





ers LEGACY ... Retail $115.00 


CLASSMATE:-S.. . Retail $9.95 CLASSMATE-6.. . Retail $9.95 








My 


Ten brand-new Seth Thomas clocks are aimost 
ready and will definitely be introduced soon. 
These new models are additions to the full line— 
part of a continuing design program to keep , ; Ja 
Seth Thomas right up-to-date as the finest past - 
quality clock line on the market. 


All prices plus tax 





FOR FEBRUARY, 1957 


Yes, Deitah’s done it again—sailed into the headlines with a 
customer-catching contest to bring bright new prospects 
into your store. The Grand Prize Contest is Deltah’s 
investment in your store .. . you’re the man with the entry 
blanks—so everyone’s heading for you to win these 
storybook prizes! 


* 12-Day “Millionaire’s Vacation”’ for two at 
Miami's fabulous Monte Carlo Hotel! 


* 7-Day ‘Millionaire's Vacation” for two at 
Miami's fabulous Monte Carlo Hotel! 


% 5-Day Vacation at the Waldorf Astoria! 


* Ali hotel and 2-way travel expenses paid. 





* Plus 57 Dazzling Prizes Women Crave! 








Powerfully advertised in American WEEKLY | . 
MOTION PICTURE MAGAZINE . = 
and America’s 31 BIGGEST marketing © 
areas covered by 

THE AMERICAN WEEKLY 





SIMULATED PEARLS 











New face on the Benrus sales force ! 


The Great Caesar! ... winner of the LOOK 
“Comic of the Year’ award. 


Making millions merry... and selling Benrus Watches Saturday 
nights on 127 TV stations... complete NBC 

network ...96% coverage of 
the nation’s TV homes! 





Watch 
Sid 

sell 
Benrus! 






It’s 1957’s big watch news — 
Caesar’s Hour on Benrus Time! 





@ “Caesar's Hour’— right 
in your city on theN.B.C. 
station 


@ One of the most expen- 
sive shows 





@ One of the best viewing 
hours 


@ One of the favorite 
viewing nights 











Dt ee io cis Sel) Regulating Watch! 


BENRUS WATCH COMPANY, INC. 
50 W. 44th St., N. Y. 36, N. Y. 
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4 
U. S. Patented 


"Yes Siree’ 


“BEE DEL’ MULTIPURPOSE RING CLASP 


is an imaginative application of an idea in answer to a specific need which came about 
when paired rings became popular. Every jeweler has experienced the need for a 
workable fastener to hold paired rings together firmly and comfortably. The ‘Bee 
Del’ was created to fulfill the demand. Every wearer of paired rings is a potential 
sale. Every sale is a new satisfaction to both the customer and dealer. 


SOLD BY DISTRIBUTORS THROUGHOUT THE U. S. 


Manufactured by 
BELOVED RINGS INC. 
221 Kasota Bldg. 
Minneapolis |, Minn. 
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INCREASE YOUR SPRING WATCH BUSINESS 
WITH THE WYLER INCAFLEX “NAVIGATOR” 
A $45.00 WATCH FOR ONLY $29.95... 





















Our best-selling 
Navigator model— 
now promoted at $29.95 retail. 





Backed by a complete 





point-of-sale merchandising 
package — including national 
advertising, TV films, window 
and in-store displays, 

window streamers, direct mail, 





newspaper mats, theatre films. 





J 

FREE 
Window 
Display 





Write for availability of a 


Wyler franchise. 





& ee ic e Pioneers for over 30 years in self-winding, water-proof watches- 
Ye. | sold through jewelers and only through jewelers. 
F | @ x —WYLER WATCH CORPORATION, 131 E. 23rd St., New York 10.N. Y. 
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Sane <a>. tapped 


IN YOUR STORE 


AS WELL AS IN YOUR CUSTOMERS’ HOMES 


Consumers know the style leadership of TIE-TIE gift wrappings and 
appreciate its distinctive designs for enhancing any wrapped gift. 
Retailers too can now rely on TIE-TIE’s prestige building qualities 
for gifts ‘“‘wrapped-in-beauty” with lovely TIE-TIE paper designs, 
curling cotton Ribbonette® and lustrous rayon Satintone®— the orig- 


inal versatile gift tie that: 


e Sticks to itself when moistened 
© Is the same on both sides 
© Strips into desired widths 


¢ Curls easily 


Store personnel can wrap more packages in less 
time because beautiful bows are so simple to 
make with Tie-Tie bow machines, 





The Satintone Bow Machine makes 
perfect Pompoms every time! Only $34.50 
with purchase of 48 bolts of %2” and/or 
% and/or 1%” Satintone. Second bolt 
attachment $3.50 for multi-colored bows. 






ee ee ee eee ee 


Beau-Mor Multi Bow Maker 
Samples, information for store gift wrapping program. 
Have your Representative Visit us. 











Store 





Beau-Mor * Multi-Bow Maker makes 
more than twelve varieties of fancy bows! 
Designed exclusively for 2” and 34” rayon 
Satintone and 34” curling cotton Ribbon- 
ette. Only $19.50. 


*Trade Mark Pat. Applied For 





2300 Logan Bivd., Chicago 47, Ill. 


Us Chicago Printed String Co. 


Gentlemen: At no extra cost or obligation to me, 
please send me additional information (indicate choice) on: 








Buyer’s Name 


Address 





Satintone Bow Machine 








State 
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COPR. 1957, J. R. WOOD & SONS, INC. 
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Ot, Vie in with Artcarved’s 
designed to sell your 


rtcarve 


It’s the biggest, most exciting Artcarved spring 
promotion ever planned. It will reach an even 
larger market of ring-buying customers for 
you. There will be more ads, more compelling 
than ever . . . in double spreads and pages in 
blazing color—in full pages and half pages in 
dramatic black and white. ‘There will be deep 





Artcarved’s PVP will be spotlighted in more color ads... 





penetration on television and radio, too. And 
this nationwide promotion will be selling the 
proven appeal of Artcarved’s unique Perma- 
nent Value Plan*—the plan that gives your 
customers a convincing guarantee of the value 
of every Artcarved diamond ring. Be sure you 
put this outstanding campaign to work for you! 


in more black and white ads than ever before 


ANOTHER SELLING “PLUS”! For the second 
consecutive year, J. R. Wood & Sons has been 
honored with the ‘“‘Diamonds USA’’ Award for 
excellence of design. 


*TRADE MARK 


® 
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spring advertising 










customers faster with the 


Permanent Value Plan 


Crile Vridde 





at bowie Artcarved’s PVP will be featured in 
America’s best-read magazines 













These are the magazines that will reach your 
bride-age customers in their own living rooms... 
tell the unique PVP story to more than 150 million 
people: LIFE, LOOK, SEVENTEEN, MADEMOISELLE, 
GLAMOUR, BRIDE’S MAGAZINE, GUIDE FOR THE 
BRIDE, MODERN BRIDE. 





















Artcarved’s PVP will be featured on 
America’s No. 1 daytime TV program 
‘“‘QUEEN FOR A DAY” 


Every Tuesday, over 8,000,000 T'V viewers will see 
Artcarved diamond rings via 142 NBC-T'V stations 
throughout the nation. And they’ll learn about 
Artcarved on 560 Mutual radio stations next day. 
It spells extra sales for Artcarved and you all 
spring long. 





















































USE THESE NEW MERCHANDISING AIDS TO PROMOTE ARTCARVED’S PVP IN YOUR STORE 














® NEW DISPLAYS. Putthem in your © TIE-IN LITERATURE. Beautiful © NEW RADIO DISCS. Dramatic © FULL-COLOR PLAYLETS. Use them 








windows, on your counters and full-color folders, gift books and commercials tell the PVP story in your local indoor and drive-in 
showcases. They will tell custom- “The Silent Secretary for Bride in one-minute and twenty-second theaters. These interesting films 
ers at a glance all the unique ad- and Groom” will fully explain the spots. And they allow you time for are also available for TV in black 
vantages of Artcarved’s PVP. Artcarved PVP story. your local tie-in. and white. 








Ask your Artcarved representative or write our home office for full details. 






J.R. WOOD & SONS, INC. 


216 East 45th Street, New York, New York New York « London * Amsterdam + Antwerp 
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WORLD'S MOST EXCEPTIONAL WATCHES Cixulbbre WORLD‘S MOST EXCEPTIONAL CLOCKS 


LEADERS 
FOR 1957 


As for over 120 years, you can count on 
LeCoultre for a completely new ap- 
proach to timekeeping in 1957. In the 
world of fine watches and clocks, 
‘LeCoultre is unique. Take a long look 
at the LeCoultre leaders illustrated here. 
Each is an innovation touched with the 
originality, the allure, the craftsman- 
ship that is LeCoultre’s alone — watch- 
craft that turns prospects into customers 
and watches into profits and prestige. 
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LE COULTRE LE COULTRE LE COULTRE LE COULTRE 
FUTUREMATIC MASTER MARINER AUTOMATIC WRIST ALARM DELIA 


Make LeCoultre’s unmatched reputation for the world’s most 
exceptional watches and clocks your very own. No progressive 
jeweler can maintain a complete fine watch department without 
LeCoultre’s unique horological specialties. These are watches and 
clocks for which there are no substitutes...as all America is being 


informed through LeCoultre’s consistent national advertising. 


LE COULTRE 


DIVISION OF LONGINES-WITTNAUER WATCH COMPANY 
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HEREVER you came from, Baby 
dear, 
The jewelry store is glad you're here. 


Wherever you got your eyes so blue, 
We've a cup and feeding spoon for 
you, 


Wherever you got those hands and 
arms, 

We've plenty of rings and plenty of 
charms. 


However you reached your happy 
home. 
Your hair will need a brush and comb. 


And here’s where all your friends can 
get. 
The finest baby gifts seen yet. 


You're on our front and back cover 
too. 

So you see how much we think of you! 

With apologies to George Macdonald 


(The above poem was inspired by 
a most curious coincidence. The JC-K 
editors decided to have an 
which the baby market would be fea- 
tured. Not a word about it was said to 
anyone. Then — lo and behold! — 


issue Un, 
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SPEAKING OF THE JEWELRY TRADE 


twe days after the decision had been 
reaciied, the advertising agency for 
Oneida Ltd. sent us the plate for the 
ad you see on the back cover.) 


epee A PENNY, make a penny— 
and how! A Boston suburbanite 
recently decided to save the expense of 
a paperhanger and do his walls him- 
self. When he scaled off the paper in 
a back bedroom, he found an ancient 
fireside cupboard. Inside was a box 
containing old rings and pins. 

Curious about their value, he took 
the collection to Homer’s jewelry store 
on Winter Street for appraisal. They 
made him a spot offer of $2,200 for 
the lot. 


TRICTLY FOR THE BIRDS: The 

owners of a Philadelphia jewelry 
store put up a card advertising free 
appraisals on watch repair jobs. 

As an afterthought, they added: 
“Cuckoo clocks psychoanalyzed.” 


OW MANY OF US would have 
handled this situation so well? 
A customer recently came into a 
certain jewelry store in Simsbury, 
Conn., to have her rings cleaned. 
While cleaning them, the jeweler 
chanced to glance up at the store-view 
mirror. To his astonishment and 
horror he saw the customer take up a 
new lady’s electric razor and secrete 
it in her large pocketbook. He knew 
her personally, so he said nothing and 
allowed her to walk out of the store 
quite unaware of his knowledge. 
For two weeks he worried 
pondered, then finally he told his wife. 
Immediately she sent a bill, addressed 
to the woman’s husband, marked “14- 


and 


day free trial.” 

The return mail brought a check 
for the full amount with this notation: 
“Your generosity is very much ap- 
preciated.” 


F THE LADY WANTS MINK and 
you can’t afford a coat—maybe 
she'll settle for a toothbrush. 
Toothbrushes with mink handles are 
available—no foolin’! The fur may 
not make much difference to the teeth 
but it’s oh so soft on the hand!—Price 
1 dollar. 
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Palladium is ALL-PRECIOUS 


...a tremendous asset when sentiment controls the sale! 


What could be more appropriate than an all-precious 
metal in a romantic situation ? 


Jewelry palladium contains 95.5% palladium and 
4.50% ruthenium, by weight. Ruthenium .. . also a 
rare and expensive precious metal of the platinum 
group ... is added to produce a hardened alloy. The 
alloy then has exceptional working qualities, wear- 


resistance and strength. And jewelry palladium is an 
all-precious metal! 

W henever customers come shopping for a bride-to- 
be... or for an anniversary ... or any other occasion 
when sentiment controls the sale .. . remind them 
that palladium is ALL-PRectous. That it will remain 
romantically beautiful for life. 


Palladium is modern... white... light... strong 


.all-precious ... easily worked ... nationally advertised. 


THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 
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T BEGAN about sixteen years ago. 
In July, 1940, a month after 
Italy entered the Second World War, 
a princess of the Torlonia royal house 
checked into the Grand Hotel in Ca- 
rezza al Lago, in northern Italy. The 
next morning, she found her collec- 
tion of royal jewels missing. 

The jewels, worth about a billion 
lire ($1,600.000), included a 5-string 
pearl necklace, two large emerald 
rings, a ruby-studded silver bracelet 
and a diamond tiara. Aside from their 
considerable material value, the jewels 
had an historical worth, since they 
were once part of the treasure of the 
royal house of Spain. 

To avoid unfavorable publicity, the 
identity of the princess was kept a 
secret, and has remained so to this 
day. 

Some months after the theft, the 
Carabinieri (police) of a nearby town 
arrested the chief of a gypsy tribe on 
a vagrancy charge. The man called 
himself Guglielmo Leimberger. Dur- 
ing the questioning, he boasted that he 
had stolen the Torlonia jewels. 

He was tried, found guilty, and sen- 
tenced to eight years in prison. But 
he never revealed what he had done 
with the treasure. 








Eight years later, when Leimberger 
was released, a careful watch was kept 
on his movements, but nothing new 
came to light and the matter was 
gradually lost sight of. 

A few weeks ago, a young gypsy 
girl named Luiska was detained by 
the local police on a vagrancy charge. 
In the course of interrogation, she 
said that she had seen the Torlonia 
jewels. 

“Matzoka wears them,” she said, 
and spat on the floor. 

Matzoka, it was learned, is the 
mysterious queen of all Italian gypsies, 
and she reportedly wears the Torlonia 
jewels at every annual reunion of the 
wandering people. The young girl 
would not say anything more. 

Guglielmo Leimberger was picked 
up again for further questioning, but 
all he would say was, “I stole the 
jewels and paid for the crime. Nothing 
else is important.” He then spoke 
harshly to Luiska, in a strange dialect, 
after which the girl claimed she had 
made up the entire story. 

The police of the area are watching 
for signs of the gypsy reunion, hoping 
to find the elusive Matzoka, Queen of 
Italian Gypsies, and the lost, almost- 
legendary Torlonia jewels. 
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HERE MUST BE a flaw in this 

“reasoning,” or perhaps it’s just 
feminine rationalization. If it is a case 
of the latter, we hasten to remark that 
we have never considered ourselves as 
qualified experts in that field. 

Here’s the story: 

A lady went to the dentist and asked 
him to fill her tooth with the gold 
from her wedding ring. The dentist 
tried to persuade her that there was a 
less expensive way, but she insisted. 

“You see,” she said, “my first hus- 
band~ made me promise I'd always 
wear his ring. The man I’m about to 
marry is determined I shall wear only 
his. This way I can keep faith to 
both.” 


RESIDENT EISENHOWER laid 

the cornerstone of the new Depart- 
ment of State building on January 5. 
He used the silver trowel which 
George Washington used to lay the 
cornerstone of the United States Capi- 
tol building on September 18, 1793. 

The trowel was loaned by the Alex- 
andria-Washington Lodge No. 23, 
A. F. and A. M., of Alexandria, which 
maintains custody of it. A deputation 
of three officers of the Lodge brought 
the trowel to the scene of the cere- 
mony. 

The trowel, a small silver blade with 
ivory handle, was made by John 
Duffey, a silversmith of Alexandria, 
Va., specifically for the Capitol cor- 
nerstone ceremony. It has since been 
used on other historic occasions, in- 
cluding the laying of the cornerstone 
of the Thomas Jefferson Memorial by 
President Roosevelt on November 15, 
1939, 





GET WHAT YOU’RE PAYING 
FOR 


When you subscribe, or renew 
your subscription, be sure you are 
signing up for THE JEWELERS’ 
CIRCULAR-KEYSTONE, and not for 
some other magazine. 

When it’s JC-K you want, be 
sure you get what you’re paying 
for. 
























What do you do with an area 


20 x 140 FEET? 


The answer given by S. Kind & Son, 
Phila., Pa.: You make it look wider. 


® When you first enter the new suburban Kind 
store, you don’t realize that its dimensions are 
unusual. You are merely struck by the fact that 
it is so bright and gay and modern. Next you 
notice to your astonishment that everything is 
on a zigzag. From the glass panels at the entrance 
straight through to the rear there are scarcely 
two parallel lines. The walls are all at angles 
with abutments breaking in, and here and there 
a floor-to-ceiling mirror that almost invites you 
to walk through. The effect is most attractive. 
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But you still don’t realize that the unusual lay-out 
is functional as well as decorative. 

Then you are told. And sure enough, you see 
how narrow the store really is. “It’s a remarkable 
illusion,”’ is your comment. 

The store is in the Bala-Cynwyd Shopping Cen- 
ter just outside Philadelphia. It is a new develop- 
ment flanked at one end by Lord & Taylor and at 
the other by a Penn Fruit supermarket. Between 
these is a deep parterre for parking, and behind 
the parterre a row of handsome smaller stores 
that sell books, candy, shoes, apparel, gifts—and 
jewelry. 


A double-entrance store 


The manager of the Kind store is Ernest 


Cramer, who was in the Philadelphia store for 
PLEASE TURN TO PAGE 60 


THE JEWELERS’ CIRCULAR-KEYSTONE 











When you look at these pictures, its hard to believe that the S. Kind & Son store is only 
20 feet wide but 140 feet long. The extraordinary impression of width is created by a 


number of devices. One of these is the use of full-length mirrors set on angles. One such 
mirror is to be seen half way down the left-hand wall of the picture at the top. You would 
think you were looking into another room. Note that the gifts and costume-jewelry 
items on both walls are open and available to the customer. Some of these pieces are 
valued up to $80. 








CONTINUED FROM PRECEDING PAGE 


42 years as watchmaker and gemologist. He calls 
your attention to the “rear” entrance which is 
really another front. There’s a parking space in 
back as well as in front, so that the store, like all 
its neighbor stores, has two entrances. That’s one 
reason it appears so bright—vyou see clear through 
it. 

Mr. Cramer carries only four nationally adver- 
tised brands of watches. One of them is very high 
priced, and none are likely to be found in discount 
houses. 

He shows you the service desk, three-quarters 
of the way back. “This,” he says, “is one of the 
most important spots of all. It gets people into 
the store who wouldn’t otherwise come. They need 
a watch cleaned or a link repaired, and that gives 
them an excuse. Once in, of course, they browse 
around and perhaps discover some eight- or ten- 
dollar object they can afford. Or perhaps they 
come back later to buy something more expensive. 
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An “alcove” in the S. 
Kind & Son suburban 
store devoted to table- 
ware. Behind each wall 
panel displaying fliat- 
ware is a hidden 
drawer containing the 
remaining pieces of the 


pattern. 


The first thing of all is to get them to come in, 
and the repair desk does just that.” 


Open shelves for “extra” sales 


Most of the merchandise up to $80 in value is 
out in the open, ready to be picked up. Mr. Cramer 
is not worried about light-fingered customers; he 
believes most people are honest and he knows that 
open shelves make sales. He takes a figurine in his 
hands. 

“Only this morning,” he says, “a man and 
woman were in here making a purchase. They 
happened to see these horses and the man picked 
one up. ‘How much is this?’ he asked. 

“I told him, ‘Twenty-two dollars.’ 

“‘Wrap it up,’ he said. 

“He never in the world would have been inter- 
ested in it if it had been under glass. It was a 
pure ‘extra’ sale.” 


Mary Zook 
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There is no 


Other Direction 


At a meeting of wholesalers in New York on 
January 15th, John B. Stevens, vice president for 
to LO b ut sales of The International Silver Co. spoke on a 

subject which strikes at the very heart of the doubts 

which beset every businessman today—successful 
though he may be at the moment. 

bE R A It is the privilege of JC-K to carry this forthright 

W R D and inspiring message to those in every division of 

our industry who are leoking for the honest thoughts 


of others to support their own desire to proceed 


with aggressiveness and courage. 


by John B. Stevens 











© WE are not at the end of our progress but at the But does that opportunity exist for you and the retail 


beginning. We have but reached the shores of a great jewelers of America? 
unexplored continent. We cannot turn back, there is no Your business—as jewelry distributors and jewelry 
other direction to go but forward.” These are the words 


of that great and practical pioneer of the automobile 


salesmen—is oj necessity dependent on the success of the 
retail jeweler. As he prospers, you will prosper, should 
he fail, so too must you. 

Today there is every indication that the retail jeweler 
is behaving like a bear in a bull market—that he is in 
ne way expanding his horizons in relation to marketing 


industry, Charles Kettering. 

Doesn’t this fit your business and our business today? 
Certainly our answers must be a resounding “yes” if we 
are to have any hope for our future well-being—in 
truth, any hope for our very existence. 

But behind this challenge lurks a dangerous contrast 


opportunities. He is underselling his markets—he ap- 
pears to have little notion of the tremendous amount of 
to Mr. Kettering’s dynamic optimism—the jewelry in- discretionary wealth—spendable money—which has been 
dustry’s horse-and-buggy conservatism. added to his markets; Yet the evidence is everywhere. 
Ours is a human business. The product is _pains- Here are but a few quotes I have picked up recently: 
takingly made by craftsmen, proudly sold by salesmen, “Last year 20,000 families, mostly middle class, spent 
and fondly cherished by American families. But we the equivalent of the price of their family cars for 
find ourselves almost overwhelmed in the supersonic swimming pools. This year 30,000 more will follow 
midst of an atomic age—where general business is so suit.” 
optimistic as to be almost fantastic. “One of the current sensations of the greeting card 
This should spell opportunity for the jewelry business business is the consumer acceptance . . . the better 
which by its very nature thrives on prosperity. PLEASE TURN PAGE 
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FROM PRECEDING PAGE 
term might be ‘grasping’ . 
greeting card retailing at one dollar; 
“Last summer Esso launched a new super-premium 


fuel intended for the relatively few car engines with 


. . for the new king-size 


extremely high compression ratios. (Actually Esso 
was anticipating the needs of future models.) In the 
introductory period, better than 22% of Esso’s gal- 
lonage was pumped on this new 100 octane gas. 

“In the urban-bargain thoroughfares, like Manhattan’s 
l4th Street, foot traffic is at a new low. Traditional 
bargain outlet stores are moving uptown and _ sub- 
urban-ward to sparkling shopping centers in new 
stores as richly upholstered as any on Fifth Avenue.” 


Do our friends in retailing recognize this social revo- 
lution? It results from more than just a population 
increase—it represents a change in the American public’s 
buying habits—because of a greater ability to buy. One 
market analyst has said this about retailing: 

“The typical retailer who has indeed built or main- 

tained a business on the old copy-book maxims of 

prudence and thrift, stares in disbelief at the new 
economy and refuses to accept its reality. 


“A Montgomery-Ward president chose to go down 
fighting rather than accede to a policy of expansion. 
“A Macy president firmly insists that the answer to 
retail profit needs is longer gross margins. 

“More retailers than not have been meeting the chal- 
lenge defensively. Only when consumer pressure has 
been vehemently insistent have stores, with feet a- 
dragging, extended their lines into better and more 
specialized ranges. 

“But the consumer continues irresistible in his drive 
to own more and better things. He has compelled the 
car manufacturer to extend his lines to cover power 
steering, air conditioning, all sorts of hydraulic con- 
trols, a myriad of two and three tone color combina- 
tions . . . and the auto industry accepts it all as a 
matter of course. 


“The typical retailer, who is similarly faced with the 
demand for line extension, pussyfoots by dropping a 
number to add a number so that the customer is faced 
with a hodgepodge in which there is never quite a 
complete selection in everything the store pretends 
to stock.” 


I am not criticizing the retailer. | am attempting to 
bring before all of us a picture of the urgent and fright- 
ening problem which we both share. If the retail jeweler 
has not kept pace, isn’t that largely our fault—you as a 


3 


wholesaler and we as a manufe Haven't we failed 


along the line somewhere to . ‘ation of the 
very people on whom we dej.- bread and 
butter? Haven’t we been guilt: saading them 
to upgrade their lines—to gc _oader trade-up 
programs? 

I think we have. Let’s use the plated flatware business 


as a case in point. In 1956, a sadly high proportion of 
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quality flatware saies were made—-at halj-price or less. 
That was easy—like shooting fish in a barrel. But it 
drained off a lot of sales that might otherwise have been 
made at regular prices. It further created a mental 
block in the jeweler’s mind about selling regular goods 
at regular prices. For this the manufacturer must, of 
course, take a large measure of the blame. Last year the 
need for short-range, shot-in-the-arm volume _ took 
precedence over what today we feel to be the more 
constructive requisites for the long term. But plated flat- 
ware isn’t the only bogieman in this picture. The same 
situation, or worse, has applied to almost every line the 
jeweler handles. 

There is something about our present situation which 
brings to mind a couplet by Ogden Nash: 


Why has the Lord given us so much agility 


That we may evade responsibility? 


So often we take the course of least resistance and 
drift with the tide. We do things we shouldn’t because 
someone tells us we have to, to meet competition. We 
offer special prices, deals and inducements simply be- 
cause scuttlebut tells us that’s what the other fellow is 
doing. And then when the misbegotten fruits of our 
mistakes flourish to poison and pollute us, we point the 
finger at someone else and use the agility we have to 


evade responsibility. 


It’s not my intention to assume a pontifical pose, but 
! am reminded of the Bible story of Moses, returning 
from Mount Sinai with the Ten Commandments in- 
scribed in his heart. He found his people bowing down 
before a golden idol. Moses turned in rage upon Aaron, 
his lieutenant, who had been charged with leadership in 
his absence. Yet Aaron disclaimed all responsibility 
with the words, “Thou knowest the people, that they are 
set on mischief . . . they gave me the gold, then I cast it 
in the fire and then came out this calf.” Never did a man 
look smaller than did Aaron as he took the part of least 
resistance and followed the weakness of his people rather 
than accept the responsibility of leadership. 


Will we, like Aaron, run our lives and our businesses 
merely to co-exist with conditions as we find them, or 
will we, like Moses, assume the responsibilities of leader- 
ship and do all we can to build a sounder, stronger struc- 
ture for the distribution of our products? 


The retail jeweler looks to us for guidance. More 
particularly he looks to you salesmen for guidance. The 
measure in which you are able to paint the picture of 
opportunity to him, the extent to which you are able 
to help him capitalize on that opportunity through the 
proper merchandising of branded products, will deter- 
mine the destiny of the jewelry business as we know it 
today. 

That, as I see it, is your responsibility. That, as I see 
it, is the great hope we all have to share in the dynamic 
growth of our American economy. We look to you as 
partners to make that hope a reality. THE END 
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our Sam Bigheart isn’t real => 


but what he does is for real 


PUSH THE 
CARRIAGE TRADE 


“Over here is my baby goods department.” 
From one of the displays, Sam Bigheart picked up 
a tiny silver spoon. 

“Every little tike may not be born with a silver 
spoon in his month,” he chuckled, “but I’ll put one 
there.” 

Sam Bigheart doesn’t have the oldest jewelry 
store in town. He doesn’t have the trade of those 
older people who buy the big-ticket diamond pieces. 
But he does have the really important carriage 
trade of today, that which results from the bumper 
crop of babies currently being storked to homes 
throughout America. 

The reason he has his full share of this business 
is that Sam is a jeweler at heart. He is sensitive to 
the emotional interests of those in his community. 

As Sam puts it, “I can only think profitably 
through the hearts and interests of those in my 
community. I have to anticipate when they need 
the help which my knowledge and my stock can 
give them. And they sure need it when it comes 
to anything in connection with a new baby in the 
family. 

“There are so many things to be done. So many 
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upset schedules. So much confusion and excite- 
ment within the family at that time that people 
really appreciate an outside friend’s helpful 
suggestions.” 

Now Sam has the sales records to prove that 
that kind of thinking pays off. His baby goods 
sales have skyrocketed. 

When Sam meets up with a customer who has a 
new arrival in his family, he says, “I hear you 
have a new arrival. I saw it in the paper. Con- 
gratulations to you. Now here is an occasion you 
can’t let pass without an appropriate memento. 
Let me show you a few things, any one of which 
would be appropriate.” 

“Well, I’m in a hurry now. I don’t believe .. .” 

Sam will fix his level gaze on the customer and 
say, “You just can’t put this off. You'll regret it 
if you do. Anyhow, have you seen my new baby 
department?” 

On the way across the store, Sam explains, “I 
just got through remodelling you know... had 
real experts do it. They promised me that they 
could give almost any store built before 1946 a 

PLEASE TURN PAGE 
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Push the carriage trade, a market 


bonus of from 5 to 10 per cent new selling space. 
Well, the way my baby goods were selling I 
snapped them up on that remark and said, go 
ahead, get me that 5 per cent bonus in space—and 
set it up as a baby department. 

“They did it. Look at that display. 

“Now here’s a child’s sterling silver flatware set 
.. . Just the right size for baby . . . What’s that? 
Yes, I know she can’t eat with a knife and fork yet, 
but there’s a special spoon included, scientifically 
balanced for mother to use in feeding the baby. 
Then when the little one is older, she will have a 
place setting of her very own. And here’s some- 
thing else you'll like... a comb and brush set... 
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Mothers love to get them—and use them. You 
know, it’s no fairy tale that today’s little lady can 
grow up and marry a prince.” 

It isn’t a college education that makes Sam Big- 
heart Mr. Carriage-Trade of his community. It is 
vision and an urge to make his community a more 
pleasant place in which to grow up. Little ones, 
in time, become responsible citizens who look to 
Sam for more of those “finer things in life’”’ which 
he seils. 

And Sam doesn’t miss any of the opportunities 
which the baby gift department opens up for the 
sale of items in other departments. This activity 
of his can be understood by any jeweler who hears 
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him say, “And incidentally, you don’t want to let 
this big event pass without an appropriate me- 
mento of the occasion for the one who made it pos- 
sible. Now here is something that any woman 
would cherish .. .” 

When asked about all this, Sam says, “I don’t 
take all the credit for it. It’s the parents that have 
done it.””’ He chuckled, “Yes sir, they’ve done it, 
not me. All I do is show them and the other mem- 
bers of the family what I’ve got for the new baby 

. tell ’em how they owe this child in which 
they’re interested the right start in life... and 
bingo, there are the results. Happier people and 
plenty of sales for me.” 
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... that has ballooned since 1940 








Editor’s Note: This boom in the baby goods de- 
partment is being enjoyed by jewelers all over 
the country—and it should continue to increase 
for the next decade. Vital statistics show that 
66 per cent more children were born in 1956 
than in 1940. Also, because this trend has 
developed during recent years, today there are 
76 per cent more children under 5 years of age, 
than there were 15 years ago. The size of families 
has increased phenomenally. Details of this 


growth are on the following pages. 














This souvenir baby spoon 
by Reed & Barton is a 


full-size spoon. The handle 





is a stork. Bowl! of the 


spoon provides space for 


the newcomer’s statistics 
— name, place of birth, 
date, month, hour, weight 


and height. 


CHILD FAMILIES HAVE 
INCREASED 105% SINCE 1940* 


* Source: Arno H. Johnson, Vice-President and Director of Research, J. Walter Thompson Co. 
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The Oneida wagon display literally wheels 
in a whole department of children’s 


silverware. Amusing nursery patterns are 


painted on the sides, and the tiered and 


lighted canopy gives a joyous festive touch. 
Easy for the salesperson to handle and 


delightful for the customer to choose from. 











above 

The Philips Mfg. Co. 10k 
gold baby cross is available 
in assorted engravings. 


left 

A most suitable gift from 
the jeweler for First Com- 
munion, Easter, Christ- 
mas, birthday, etc., is the 
10k gold medal by Bar- 
rasso & Blasi that comes 
packaged in a satin-lined, 
white-and-gold leather 
folder. 


In a year when the pend- 
ant is the fashion for the 
little and the big miss, 
Opalite, Inc., is featuring 
the Junior Little Miss 
floating opal pendant, 
available in gold filled or 
sterling and packaged in 
a white leatherette box. 


Double hearts, one for 
monogramming, the other 
that says forget -me-not, 
dangle sentimentally from 
this gold-filled chain and 
cultured pearl bracelet by 
Imperial Pearl Syndicate. 


Birthstones that are as 
personal as the individu- 
al’s own birthday still en- 
joy enormous success, es- 
pecially those framed in 
modern settings. These are 
by Jones & Woodland Co. 
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Leonore Doskow, Inc., re- 
ports great success with 
this very practical and ad- 
justable child’s ring which 
retails for $3.85. The ring 
has great acceptance with 
age groups from 5 to 15. 


Gold diaper pins are func- 
tional. They really work, 
but more important, mom 
can wear them later as 
scatter pins. Krementz & 
Co. is the maker. 
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3 CHILD FAMILIES HAVE 
INCREASED 125% SINCE 1940 





The Community division 
of Oneida Ltd. Silver- 
smiths uses ingenious cel- 
lophane packaging to pre- 
sent their child and baby 
items. Toys to delight the 
little ones come together 
with flatware in theSouth 
Seas and Twilight pat- 


terns. 





CHILD FAMILIES HAVE 
INCREASED 110% SINCE 1940 
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Ben Berchman & Co. combines several of the important 
sales-getting features in their newest three-to-six-year- 
old line of charm bracelets. Exciting hanger package 
holds $1 bracelets that come with assortments of charms 














Tiny tots also prefer charm bracelets 
like their big sisters. This charm brace- 


let (retailing for $3.00 in sterling, $4.00 
in gold-filled) is the junior partner to 
the always-popular heart and key for 
big sister (retailing for $5.00 in ster- 
ling, $6.00 in gold-filled). Maker is 
Forstner Chain Corp. 





A line-up of best-selling staples by 
Saart Bros. Company shows the baby 
bests for that company in their Gadroon 
pattern. 




















One of the featured units 
by Lunt Silversmiths in 
1956 was this display of 
sterling “gifts for the 
high-chair set.” Forks, 
spoons and mugs are pre- 
sented as well as a bowl 
and a “pusher.” Stores 
that used this display de- 
clared it a great help in 
stepping up babyware 
traffic. 


















CHILD FAMILIES HAVE 
INCREASED 40% SINCE 1940 
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Most valued symbol of your devotion 


Among the world’s great gifts, a dia- 
mond most affirms the standard of 
your judgment; for regardless of 
size or price it has enduring value. 


Its matchless quality bears witness to 
the excellence of your taste. 


When a diamond is the gift, it subtly 
carries with it a sense of your 
achievement. 

A diamond’s clarity forever mirrors, 
as no other gift, the steadfast testi- 
mony of your devotion. 


This year, let a diamond make memorable that special anniversary, or important 
birthday, a debut, the birth of a child, or any significant event. 


«<. 
er 


\% carat $200 to $475 1 carat $600 to $1200 


<p 
<i 
he 


2 carats $1500 to $3000 3carats $2500 to $6365 


Color, cutting and clarity, as well as carat weight, contribute to a diamond’s value. A trusted jeweler is your 
best adviser. Prices shown cover range of quotations in October, 1956, by representative jewelers for their 
top-quality unmounted diamonds. (Federal tax extra.) Prices vary with top qualities offered. Exceptionally 


fine stones are higher 
De Beers Consolidated Mines, Ltd 
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To Promote Your Diamonds 


Diamond Gift Advertising 


in Time, Newsweek, The New Yorker, Town & Country, National Geographic 





FREE, Diamond Gift Folders 


*Order 1000—free! Or order several thousand, and get your 
first thousand free. Enclose 75¢ for each additional thousand. 


This national advertising —and these free fold- 
ers—promote your diamond gifts. They help 
you take advantage of the big, year-round 
opportunities for diamond sales among people 
beyond engagement age. 


Tie in with the advertising —promote your 
diamonds for gifts. Order the folders as sales 
aids. They feature diamond gifts for anni- 
versaries, the birth of a child, birthdays and 
other family gift occasions. They give inter- 
esting facts about diamonds, invite customers 
into your store. 





They're sized for bill enclosure and counter 
distribution. Space is provided for you to im- 
print your name and address. Order 1000 
free! Enclose 75¢ for each additional thou- 
sand. Order through Diamond Promotion De- 
partment, Reuben H. Donnelley Corp., 230 
East Sandford Blvd., Mt. Vernon, N. Y. 





Advertising promoting the Engagement Diamond 
Tradition is working for you in Life, Look, The 
Saturday Evening Post, Seventeen, Reader’s Digest 
— tie in— keep diamond sales coming your way. 


De Beers Consolidated Mines, Ltd. 












Full-formed handle of this cup 
is specifically designed to give 
the little tot’s hand a firm, con- 
fident grip. The rolled edge of 
sterling cup is smooth, harm- 
less to baby’s mouth. By Wal- 
lace Silversmiths. Price at re- 
tail is $12.50. 


This Baby Girl comb-and- 
brush set is designed as deli- 
cately as any grown-up’s to 
please a frankly feminine 
young lady. It is a creation of 
the Webster Company. Retail 
price is $7.00. 
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of chain designs 
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att SOLD THRU LEADING. WHOLESALERS 


AUTOMATIC CHAIN CO. © Providence, R. I. 


NEW YORK + CHICAGO + LOS ANGELES 











MASON 
MAILMASTER 


The original fastener 


Write for illus- 
trated catalog 
with prices of all 
Mason Mai!lMas- 


ters. 


TH 
523 MT. HOPE STREET 
ATTLEBORO FALLS, MASSACHUSETTS 


Write for the Cross 
select wholesaler’s name 
in your territory, and 
the complete story on 
the entire Cross line. 


C4 y 12 kt. G.F. Pen or Pencil 
“GUARANTEED 7 Ys, | retails at $6.60 ea. F.T.1 
FOR LIFE Af, Wf Sterling Silver Pen or Pencil 
y , o/. da retails at $6.60 ea. F.T.I. 
y 14 kt. G.F. Pen or Peneil 
retails at $8.75 ea. F.T.I. 
Lustrous Chrome Pen or Pencil 
retails at $3.75 ea. No Tax 


A.T. CROSS ( = 


FIFTY TREE WARREN STREET 
pROVIDEMCE 7. RTL USA 














FEBRUARY 
BAND OF 
THE MONTH 





NEW!! An extra slim ladies band fea- 
turing genuine lizard skin inserts. Avail- 


able in 1/20 |OK Gold Filled or Stain- 
less Steel. 


Ask yaur wholesaler to show you our complete line of men’s, 
ladies' and children's watchbands and expansion idents. 


WATCHBANDS INC. 


NORTH ATTLEBORO, MASSACHUSETTS 


LET BARROWS ST. CHRISTOPHER LOCKETS 
BE YOUR GUIDE... when you re looking for a 


sure way to add to your 


protits ... 


BARROWS—the outstanding name in 


tine jewelry. 


H. F. BARROWS CO. 


NORTH ATTLEBORO @ MASSACHUSETTS 


LA MODE 

QUALITY JEWELRY 
FOR OVER 75 YEARS 
IS NOW NATIONALLY 
ADVERTISED IN 
LIFE AND ESQUIRE 
TO HELP YOU 
INCREASE YOUR 
SALES. 


This handsome _ sterling 
silver set with hand cut 
design retails for $13.50. 


RIPLEY & GOWEN CO., Inc. 
ATTLEBORO, MASS. 




















Compact infant silver 
displays allow the 
jeweler to set up a de- 
partment in a limited 
space. This one is by 
1847 Rogers Bros. 


The Frank M. Whit- 
ing baby fork and 
spoon is balanced sci- 
entifically, and comes 
in a gift package that 
protects the merchan- 


dise and eliminates 
gift-boxing expense. 


An arresting adapta- 
tion of the family’s 
flatware chest is this 
miniature baby trea- 
sure chest. Drawer 
accommodates a two- 
piece baby set and a 
three-piece child’s set 
and a feeding spoon. 
It comes lined with 
either blue or pink 
satin and velvet. It 
can be used after- 
wards as a jewelry 
chest. The silver and 
the chest are by The 
Gorham Co. 


PLEASE 
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PAGE 80 

















Winner of “Diamonds, U.S.A.” Award for outstanding achievement in Jewelry Design. 
anne - 
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ee by Raymond Abrahams 


* 
= . * ~y 
— "Ba , 
_# + A truly outstanding collection of 
superb diamond platinum 
bracelets . . . offering a wide 


range of prices to meet your 


special requirements. Bracelets 
illustrated priced from $1,500 
to $25,000 Keystone. Available on 


consignment to responsible jewelers. 


551 Fifth Avenue, New York 17, N. Y. 
Phone — MUrray Hill 7-0457-8 


For prompt attention please address all inquiries Dept. K-49 
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Very charming, indeed, for the 


Carriage Trade are these combination 


gift boxes. Each contains a fork, 


spoon and infant feeding 
spoon by the Holmes & 
Edwards division of 
The International 
Silver Company 

plus one of Beatrix 
Potter’s world- 

famous children’s 
classics. 

The gift boxes 

retail at 

$7 apiece. 

THE END 





SIZING: The right band, the right band length, 
the right end width ...allin 12 SECONDS! 


FITTING: Custom fits any wrist... 
and it only takes 12 SECONDS! 


REPAIRING: Replace any link (not just one or two) 
— for customer satisfaction in 12 SECONDS! 





e NO sending for parts 
* NO postage 

e NO extra charges — 
eNO keeping records 


ONLY 
MAKES THIS MIRACLE POSSIBLE! 








the 





SIZE-O-MATIC 
SUCCESS 
STORY 


OPENS A NEW ERA 
IN WATCHBAND RETAILING FOR YOU! 


Lady Lee 


Each link exquisitely beautiful, expertly shape- 
andset within elegant, faceted golden trim. mated for each other. The fine-ribbed motif 
creates an overall pattern of dazzling charm. 


STYLE NO. 120— 1/20 10K yellow gold filled ; 
top with choice of brown, tan, or black lizard; STYLE NO. 230— 1/20 10K yellow or white 
1/20 10K white gold filled with black lizard. iets 3 
Stainless back — yetails $12.95 T.1I. , 7" retails $1.95 T.1. 


Your PLUS Profit Keystone $9.30 Your PLUS Prefit Keystone $5.70 


- cau Moderne ——_— 2 ody Lowe 
Smooth links with mirror finish serve as a lux- il _ y 

urious background for the bold raised ribbed Breathtakinely slender foe even a telescopic 
motif. A daring new styling dimension. band!.An exquisite scallop design accentuates 
the sleek silhouette. 


STYLE NO. 100 — 1/20 10K yellow gold filled 
top, stainless back — STYLE NO. 235— 1/20 10K yellow or white 


retails $11.95 eo & z 
Your PLUS Profit Keystone $8.60 retatte $9.95 TI. 
Your PLUS Profit Keystone $7.00 














Each massive link a trio of glistening, finely 
crafted rectangles. Brilliant beveled angles radi- 9 BAND SIZES WITH JUST 1 SIZE-O-MATIC! 


ate sparkle with every movement of the wrist. Fits every wrist size: no more stock- 
ing longs, regulars and shorts. All 


STYLE NO. 110—1/20 10K yellow or white links (not just one or two) com- 
gold filled top, stainless back — pletely interchangeable! Sell the 


retails $11.95 T.I. Your PLUS Profit Keystone $8.60 very band you show! You make the 


most sales with the least stock! 









AN INCREDIBLE STYLING ACHIEVEMENT 
IN 











AND IT’S » % 


: 





YH 

















Your answer to the demand for a 


truly fine stainless steel band. 
Smoother, thinner, handsomely 
tooled links in the finest tradition 
of jewelry craftsmanship. 
STYLE NO. 115 -— Stainless steel 
top and back — 

retails $1.95 no tax 
Your PLUS Profit—Keystone $6.60 




















ONE BAND FITS 
THEM ALL! No 


more stocking 


longs, regulars 
and shorts . . . all 
links separate for 


DoS ph toa 


wT Ps ime irresistible new fashion 


for every woman’s watch. Never 
before so many facets ... such radi- 
ating dazzling brilliance . . . such 


C | diamond-like elegance. 
NO. eo Pa 10K yellow as 


STYLE 
or white gold filled 
ehaite $9.95 F.T.I. 


Your PLUS Profit Keystone $7.00 


size adj ustment! te 


ORDER ONE OF EACH 


‘Trademark 








STYLE TODAY! 


AS THIN AS A 
LEATHER STRAP! 
Will blend with 
the thinnest stain- 
less steel watches 
on the market! 
And for greater 
expansionability 
and amazing dur- 
ability, each band 
features torsion- 
spring construc- 
tion. 


PROVE IT TO YOURSELF... NOW! 


SIZE-0-MATIC FITS 
EVERY WRIST SIZE! 
EVERY WATCH END! 
No more head- 
aches with 5/8", 
11/16” or 3/4” ends 

You always 
have the right 
band length and 
the right end 
width at the right 
time! Now 9 band 
sizes with just 1 


SIZE-O-MATIC! 



























only ...and styling, 








quality and mark-up 
in the 


gives you, the jeweler, this unconditional 


*consumer charge of 35c 
‘over postage and handling costs. 


Demi | 
STYLE NO. 210 — Gold Filled — 1/20 10K. Avail- 


eee ane | able in Yellow, Pink, and White — 
STYLE NO. 162 — Stainless steel. retails $5.95 T. 1. 


retails $4.98 NO TAX Your PLUS Pretit— Keystone $4.20 Your OLus Prott.-- Keavatens 400 
Also available in gold filled Style No. 166 — Yellow only _ 
retails $6.95 T.I. Your PLUS Protit—Keystone $5.26 


Golden Stranc 
STYLE NO. 275 — Gold Filled — 1/20 10K. Avail- 
able in Yellow, Pink, and White — 


retails $1,95 T.1. 
STYLE NO. 172—Gold Filled, 1/20 10K. Available Your PLUS Profit— Keystone $5.10 
in yellow only. Also available with curved ends, 
style No. 174 — 


retails $171.95 T.1. Your PLUS Prom— Keystone $5.70 


STYLE NO. 284 — Gold Filled — 1/20 10K. Avail- 
able in Yellow and White — 
retails $9.95 T.I. 


STYLE NO. 113—Gold Filled, 1/20 10K. Available Your PLUS PLUS Profit— Keystone $5.90 


in yellow only. Also available with curved ends, 
style No. 114 — 


retails $9.95 T.1. Your PLUS Profit— Keystone $1.00 


_ FLEX-LET CORPORATION, 580 FIFTH AVENUE, NEW YORK 36 
_ FACTORY: East Providence, Rhode Island 
_ $n Canada: Guildcraft, lutd., 119 Adelaide St. W., Toronto 


Printed in U.S.A. 





Promote for Profit... 





7 Starfire movie playlets and TV spots feature profes- 
Starfire newspaper mat service includes dramatic, hard- sional talent in real-life episodes, with open end for 
selling ads featuring exceptional values in rings with dealer’s store name, address and selling message. 
lovely, larger diamonds. These mats tie-in with Starfire's Brilliant close-ups show the lovely, larger diamond that 
national advertising and afford effective advertising has made Starfire rings so easy to sell. 


at low cost. 





— the big diamond ring line with 
a complete advertising-merchandising program — 
is building profitable sales for dealers everywhere. 


Dominant, two-color ads appearing in every 
other issue of LOOK, plus advertising in SEVEN- 
TEEN, MODERN SCREEN and EBONY, are just the 
beginning of a powerful new selling program. 
These ads focus full attention on the local dealer's 
store through the coupon offer which entitles sender 
to free copy of “Heading For A Wedding” booklet 
and name and address of nearest Starfire Jeweler. 


For sure-fire sales appeal that builds sales results, 
stock, promote and display Starfire Diamond Rings. 





Starfire motion window display has illuminated pink 
plastic star which transmits light rays through points 


as it revolves in front of black velvet background. STARFIRE DIAMOND RINGS may be sold in- 
Pink flower clusters complete this eye-catching display. dependently of Keepsake dealers. For full 
details about a Starfire franchise, write: 


A. H. POND CO., INC, 
120 E. WASHINGTON ST., SYRACUSE 2, N. Y. 
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Don’t Let the 
Trading Stamp 


Stampede You! 


by William Scheibel 


® Recently I have received a number of letters 
from jewelers in which they asked for informa- 
tion or advice of one kind or another. Many ot 
these letters concerned the idea of giving trading 
stamps with purchases, a premium plan that 
seems to have enjoyed an enthusiastic re-birth in 
many sections of the country, particularly in the 
west and southwest. Several of them specifically 
said that their interest in the subject had been 
aroused by some double-page full-color advertise- 
ments which a leading stamp company had spon- 
sored in a few important national magazines to 
interest the purchasing public in their product. 
The gist of these letters was: “What do you 
think of the idea of giving trading stamps to help 
stimulate business ... and if you were in our 
shoes would you do it?” A good and timely ques- 
tion, to be sure, and one that I was glad to study 
and give an opinion on. However, after going 
over all facets of the proposition and carefully 
weighing many of the facts, which these jewelers 
were thoughtful enough to include, my answer to 
all of these letters was basically the same... 
“Don’t iet the trading stamp stampede you.” 
Rather than reprint these letters, and the re- 
plies to them, it seems best to outline the pros 
and cons of the trading stamp as a sales stimu- 
lator and allow each jeweler now considering the 
idea to arrive at his own decision. Since I have 
already indicated a negative attitude I will, natu- 
rally, assume the negative side of the “debate.” 
The nature of some of the affirmative arguments, 
which will be clearly stated, may make some of 
my rebuttals sound slightly repetitious. How- 
ever, every effort will be made to minimize this. 
The trading stamp is nothing new. It first 
made its appearance in Milwaukee some 65 years 
ago where it was originated by a large local de- 
partment store that carefully confined the use of 
the idea to itself. However, some few years later 
two enterprising New Englanders saw an oppor- 
tunity to commercialize the trading stamp on a 
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larger and wider scale and thus started off a 
nation-wide business that is reputed to have done 
a volume in excess of $210 million in 1955. 

Basically speaking, what is the trading stamp? 
In brief, it is a simple form of premium given 
with each purchase, usually one stamp for each 
ten cents spent. Since it is given only with cash 
sales it is also featured as an easy way of giving 
the customer a cash discount with each purchase 
made. As a matter of fact, as will be seen later, 
the trading stamp companies use this “cash dis- 
count” slant as one of their important sales argu- 
ments to the retail merchants as well as to the 
purchasing public. 

When received by the customer, these stamps 
are pasted into a book especially provided for the 
purpose. When a book has been completely filled, 
with from 1,000 to 1,200 such stamps, it can be 
“turned in’ or redeemed for any one of a hundred 
or more different premiums or gifts ranging in 
retail value from $2.00 to $3.00. Hundreds of 
other premiums, of much greater value, are also 
available but they naturally require additional 
books of stamps — approximately one such book 
for each $2.00 to $3.00 of retail value. 

In most instances, premiums selected are elec- 
trical appliances, household articles or gadgets of 
one kind or another. Premium catalogs list and 
illustrate these items and quote their prices in 
terms of full books of stamps. It is important and 
necessary to include the fact that these catalogs 
also feature many articles of jewelry such as 
nationally advertised watches, pearls, expansion 
bands, men’s jewelry, etc. It is, therefore, imme- 
diately obvious that the trading stamp compa- 
nies, through their redemption depots, stores or 
offices, are in active and direct competition with 
retail jewelers since they offer “for free’ the 
identical merchandise which jewelers MUST 
SELL in order to stay in business and pay their 
bills. 

What do trading stamps actually cost the re- 
tailer? How do they add to his cost of doing 
business? There are many organizations or con- 
cerns in this trading stamp traffic; some are na- 
tional in scope while others operate in more lim- 
ited or even local areas. By and large, however, 
they offer their stamps to storekeepers at an aver- 
age cost of about 5,000 stamps for $15.00. 


Breaking this down to a cost-per-dollar-of-sales 
basis we find that the ten stamps, representing a 
cash sale of $1, cost the retailer three cents or 
3% for the dollar rung up on the cash register. 
That means that the jeweler, if he uses trading 
stamps, pays a premium of 30¢ to make a $10.00 
retail sale. This, by itself, is not the kind of 
straw to break any camel’s back. The question 
“before the house,” however, is: “DOES THE 

PLEASE TURN TO PAGE 107 
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YOU DON’T LOSE SALES! 

Baumgold Diamonds turn shoppers into customers because 
they are of consistently exquisite beauty, unsurpassed value. 
Baumgold Diamonds sell faster, too, because they are more bril- 
liant, look larger . . . and cost no more than ordinary diamonds. 


YOU SAVE MONEY! 

You pay cutter’s prices for Baumgold Diamonds because you 
buy directly from the manufacturer, eliminate the aaa s 
profit. 


YOU SAVE TIME! 

As the world's largest diamond cutters, we carry a tremendous 

diamond stock. Therefore, wherever you are, we can supply and 

deliver promptly all your diamond requirements of regular and 

hard-to-find merchandise in all shapes, price ranges and sizes 
. . t0 60 carats and more. 


YOU GET DIAMONDS WITH EXCLUSIVE 
PLUS FEATURES AT NO EXTRA COST! 


Diamonds with the completely 


CIRCLE OF LIGHT polished, sparkling edge 


= | the world's finest diamonds with the 
JAGER BLUES brilliant Circle of Light edge 


HEART SHAPE _ Diomonds 


y 


PJ AumcoLp BROS., INC., 580 Fifth Avenue, New York 36, N. Y. 


New York @ Los Angeles °@ Toronto ©@ Montreal © Vancouver @® London © Antwerp 
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OUR reputation for. 





S far as your customer is concerned, your diamond 
rings are your creations and reflect the person- 
ality of your store. And when your diamond rings 

show that you are a style-leader, her eyes light up . . . 
word gets around. 


That’s why original styling is such an important part 
of Kaspar & Esh thinking. Our every effort is con- 
centrated on creating that irresistible “something 
different”. . . whether it be a fancy ring or a traditional 


ring. And that’s what closes the sale... YOUR SALE! 


Since 1916 our reputation as style leaders has set the 
pace for the jewelry industry. Among fine jewelers, 
our trademark has become the sign of unsurpassed 
styling. The same creative effort is put into all our 
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merchandise ,.. from the most popular priced rings 
to the more expensive! 


AND WHAT'S MORE ... we also feature exquisite 
diamond rings especially designed to appeal to the 
local taste preferences of each section of the country. 


To see these unique, sales-stimulating quality lines 
CALL ON US— or phone — and we'll CALL ON 
YOU. 


@ MATCHED DIAMOND ENSEMBLES @ FANCY DIAMOND RINGS 

@ MEN'S DIAMOND RINGS @ DIAMOND EARRINGS 

@ ADD-A-LINK* FAMILY OF DIAMOND WATCH ATTACHMENTS, 
DIAMOND BRACELETS AND DIAMOND NECKLACES. 
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THE KaspaR & ESH PROFIT STORY Kaspar & Esh provides 


a consistent series of dynamic 
Because we design every Kaspar & Esh creation our- dealer aids that give extra 


selves, manufacture it every step of the way and are impact to your selling 
diamond importers from all important sources. . .there 

are no in-between mark-ups. THEREFORE, you can > aiid Cte 

sell Kaspar & Esh diamond rings at prices that are © Displays 

very attractive to your customers... and still realize ° Stuffers 

a better-than-average profit for yourself. ¢ Pamphlets 


KASPAR & ESH 


MANUFACTURING JEWELERS ... DIAMOND IMPORTERS 


e Mat ads 


126 West 46th Street, New York 36, N. Y. Antwerp: 62 Rue de Pelican * Registered Trademark 
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Chinese Carved Rock 
Crystal Vase. Courtesy of 
The American Museum of 


Natural History. 


the white and the colorless in 


BAROQUES and CARVINGS 


by Dr. Frederick H. Pough 
°® As we have seen, sculptures, baroque stones, 
buff-tops and cabochons appear in every color of 
the rainbow, and there now remain only those 
which transmit or reflect all colors, the white or 
colorless, and those which absorb all color, the 
blacks. These stones are not as numerous as the 
others; after all how much color variation can we 
find in a white or a black stone? So it simmers 
down to those which are most durable or most 
available. Both considerations determine which 
stones actually fill these places in our array. 
There are practically no genuine opaque white 
stones being used in baroque jewelry. Costume 
jewelry makes use of white glass in considerable 
quantity as fashion decrees, but there is no good, 
wholly white and completely opaque suitable 
PLEASE TURN TO PAGE 98 


JC-K Gem Consultant 
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A special new 


IMPERIAL 
CULTURED PEARL 
PROMOTION 








for increased 


Spring gift season sales 





Imperial Cultured Pearl jewelry has always been an ideal 
gift for the many Spring gift giving occasions. Now, with 
a new special promotion with special prices and an extra 
for Graduations inducement to buy, you can look for Imperial Cultured 
for Mother's Day Pearls to be the leading Spring gift item in your store. 
for Birth days Whether or not you presently have a cultured pearl depart- 


for Weddings into this new Imperial sale-stimulating idea. Like all 
for Anniversaries Imperial Cultured Pearl promotions, it can be tailored to 


any size operation. 


ment in your store—it will be well worth your while to look 


Write for complete information 


IMPERIAL PEARL SYNDICATE 


World’s Largest Importers of the World’s Finest Cultured Pearls 


NEW YORK CHICAGO DETROIT LOS ANGELES TOKYO 
607 Fifth Avenue 5 N. Wabash Ave. 914 Michigan 607 S. Hill St. 2, 3-Chome, Yotsuya 
Theater Bldg. Shinjuka-Ku 
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Keepsake Builds Customer Confidence 


‘Recognition of name Keepsake gives customers 





re Se “tas : a ad. 
a? ea? a & * Va! 
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"Our volume in diamond rings has increased 
greatly since we have added and featured Keep- 
sake. We feature Keepsake in our window displays 
and in all of our advertising. 


"The metropolitan Miami area draws people 
from all over the country. These people have not 
had time to become acquainted with any specific 
jeweler. Recognition of the name Keepsake assures 
them that they can shop with complete confidence. 
Confidence in the jewelry store is most important 
in the sale of diamonds. The name Keepsake gives 
this store even more prestige. 


"The proper use of Keepsake’s famous guaran- Inside Mayor's downtown Miami, Florida 
tee with the Good Housekeeping Seal of Approval store you'll find salesmen Fred Goldstein 
assures a quick and satisfactory sale. The (left) and Frank Gould showing Keepsake 
trade-in feature of the guarantee insures future Diamond Rings. Note Guarantee Plaque on 
business by the sale of larger and more expensive counter. Inset shows store front. In window 
diamond rings. are Keepsake motion display and ring sets. 

= a P , Rings enlarged to show details. 

Our advertising campaign, using your excel- eee _—- 
lent newspaper mat service and your television —— 
films, supported by your national advertising 
program has had tremendously effective results.” 


IRVING GETZ 
Mayor's Jewelers 
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and Sales for Miami Jeweler 


confidence’ says manager of Mayor's stores 


JEWELERS 


7917 GIFTS - DIAMONDS - WATCHES 7917 





M. F. McGuffin, Manager ot Mayor's 
suburban store, shows customers Keepsake 
Diamond Ring sets. Guarantee also plays 
an important part in this store. Inset shows 
store front with Keepsake neon sign, motion 
display and array of Keepsake sets. 
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Only Keepsake Jewelers Enjoy This 
Powerful Advertising Support 


NATIONAL ADVERTISING: 
The biggest in diamond rings, Keepsake ‘“‘dealer- 
localized” advertising works directly for the jeweler with 
a Keepsake franchise. 


DEALER SALES HELPS: 


Newspaper mats, point-of-sale displays, radio and TV 
spots, full-color movie playlets, outdoor posters, bus 
cards, literature for mail and counter, and special pro- 
motion features. 


QUALITY OF PRODUCT: 
Keepsake’s guaranteed perfect quality makes sales easier. 


PROVEN SALEABILITY: 


Keepsake consistently outsells all other diamond rings 
and makes selling easier, especially in profitable higher- 
priced units. 


Discover What KEEPSAKE Will Do For Your Business! 


Kee eRe 


DIAMOND RINGS 


Write Today for information concerning the availability 
of a valuable Keepsake franchise in 
your area. 


A. H. POND CO., INC. © SYRACUSE 2, N. Y. 





aid to selling fine JEWELRY 


by 
JACK 
HARRITON 


One bracelet achieves 
grace with a series 
of marquise diamonds, 
whiie the second 
features clusters of 
brilliants. Pins 

carry out the theme 


with similar stones. 


Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


The first visible evidence of the birth of any piece of 
custom-made jewelry is the sketch, which serves to define 
the wishes and needs of the prospective purchaser and the 
recipient. To assist in the development of such sketches 
—and business—JC-K presents each month, these plates, 
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which can be cut out and assembled in a folder. This 
collection of material should be kept handy for consulta- 
tions with any special order prospect. With these, the 
jeweler can quickly determine, the kind of piece and 
the type of design which will appeal to the customer. 
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DIAMONDS 
Emerald Cut 
and Marguise 


STAR SAPPHIRES 


RUBIES- EMERALDS -STAR RUBIES 
SAPPHIRES - PEARLS = CAT'S ‘EYES 


We have a laree stock of Precious Stones, 
mounted and unmounted from which to make 
your selection. Let us cooperate with you on 
your special calls. 


We are always interested in purchasing estates — or 
jewels which your customers submit to you for sale. 


JEROME RICHHEIMER 


Dy “ 
608 Filth Avenue res York 20, N.Y. 


+ 


Phone Circle 5-5673 











Best sellers, because Past 
Matrons are pleased to own 
one of these beautiful pins 
in 14K Yellow Gold with 
enameled stars. Many other 
patterns are also available 
in 14K white gold, some with 
stone points, with or without 
diamonds. Those illustrated 
are only a small portion of 


our extensive line. 


Pins Illustrated—Without Diamonds $17.00—$23.00 
With Diamonds $47.00—$60.00 


THE NAME THAT MEANS 


Wrerrertine Benny & CO. Fine Cmblematic Jewelry 


8S ROSE STREET, NEWARK 8, N. J. 





MEMBER AMERICAN society 
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Three-dimensional display piece furnished to stores without charge 
by The Watchmakers of Switzerland. For use in windows or on 
counters, it is in full color and has constant motion, attracting 
even the most hurried customer. It has been pre-tested in stores 
for effectiveness. The display is part of a package including five 
mats on the inspection theme for use in local newspapers, plus a 
special mat for printing on a post card. 


PROMOTE SERVICE & SALES THROUGH “WATCH INSPECTION TIME” 


“Watch Inspection Time” has become an es- 
tablished annual event with jewelers everywhere. 
After nine years its results have been thoroughly 
proven. This year it starts on March 25th in- 
stead of at the end of summer, when it has 
hitherto been scheduled, and according to The 
Watchmakers of Switzerland who promote it, it 
will offer richer benefits than ever. 


© The first and most obvious purpose of watch 
inspection time is, of course, to help stores in- 
crease the volume of business done by their ser- 
vice departments. This can be accomplished 
through educating the public in having their 
watches checked periodically by an expert. 

A second purpose is to stimulate jewerly-store 
sales of new watches. 

To further these two objectives a number of 
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suppliers—among them The Watchmakers of 
Switzerland—make available attractive displays 
and mat ads which are furnished free to jewelry 
stores. These aids are reinforced by national 
advertising and well-directed publicity channeled 
to consumer magazines, newspapers and TV and 
radio stations. 

Actual benefits to you, as an individual jeweler- 
watchmaker, depend, of course, on the use you 
make of this powerful material. Here are some 
suggestions that can help you get results: 

1. Coordinate service and selling throughout 
your store. That is, let the peopie at your repair 
desk not only accept service jobs but also make 
new sales. And let salespeople not only sell but 
also invite the cusfomer’s attention to the benefits 
of the service department. 

2. Devote display space both on the selling 

PLEASE TURN TO PAGE 122 
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Importers and Cutters of Diamonds 


Originally established 
1866 


L&M:Kahn- Jacobson Bros-|2 


President, Walter N. Kahn 
Vice Pres. &@ Sales Manager, Walter L. Kahn 
Chairman of the Board, Sereno P. Davis 


608 Fifth Avenue New York 20, N. Y. 


Representatives 
Herbert L. Gardner 
Kenneth Scher 


Warren P. Eckel 
82/34 Holborn Viaduct, London Telephone: Circle §-4313 
Cable Address: “Redlace” New York 56-4314 
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with charm... 
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Memory Charms 
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“ diam., 
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the wonderfu! way they sell the year 
‘round! Exquisitely executed | 4-karat 

charms, touched with birthstones. Unique 


€290 SO 
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new profit makers. 


PS of *| 4-5 5 1-1 3] 4 


FOR FEBRUARY, 1957 





how do you handle customer complaints ? 


by Miriam Whalen 


The job of making an angry customer happy 
need not be just a test of your skill as a sales- 
man. It provides a golden opportunity for you to 
build up your reputation for service. 


®* When a customer comes in with a complaint, 
how are you going to handle her? Here are a few 
suggested methods that have been found to work. 

First of all, if she is justified in her complaint, 
adjust the matter at once to her satisfaction. Do 
the same when the amount is small, even if the 
complaint is not justified. It’s harder to replace 
a customer than a $1.98 wristband or a pair of 
59¢ costume earrings. 

If it turns out that you must decline making 
the adjustment, you’ve got to give the customer 
a valid reason for doing so. Test the article. 


Diplomacy does it 

Perhaps you suspect the customer didn’t read 
the printed directions on how to wind her watch. 
Dor.’t accuse her of negligence. Say, ““Two heads 
are better than one, Mrs. Blank. Let’s take a 
look at this together and find out what went 
wrong. Believe me, I’m just as anxious as you 
are to get to the bottom of the matter because 
I want you to get real satisfaction from a time- 
piece that’s as good as this one.”’ 

Get all the facts. Find out when the article was 
used. Maybe it’s a watch that was taken for a 
swim at a local beach resort. Maybe it’s an ear- 
ring that worked loose, fell on the dance floor, 
was slipped into a man’s cluttered trouser pocket 
and forgotten until the next day. Maybe it’s a 
necklace, and a child was playing with it all after- 
noon. If you can show that the item has been 
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misused, try not to antagonize the customer but 
stand your ground. 

If the article is guaranteed, don’t “pass the 
buck.” Don’t say, “Write to the manufacturer” 
or “Drop in next Tuesday at four P. M. The rep- 
resentative of the company will be here then and 
you can talk to him.” Assume the responsibility ; 
make good the guarantee; talk to the representa- 
tive yourself. The customer’s good will is the 
important thing. 


Be a good listener 


You'll have little trouble getting the complain- 
ing customer to talk. She is already wound up 
and has plenty to say. When she shows you how 
human she is by blowing her top, show her how 
human you are by helping her put the blown- 
apart pieces together. 

The best way of all to handle complaints is, of 
course, to stop them before they start. When 
you sell a piece of jewelry, make sure your cus- 
tomer knows exactly how to use it. Even the 


simplest gadget, if mistreated, won’t measure up 
to the claims of the manufacturer. If you sell a 


wristwatch that is waterproof and dustproof only 
so long as the crystal is intact and the back not 
removed, be sure that these reservations are made 
clear. 

Sometimes you can sell an accessory that will 


help make the item more acceptable to the wearer, 
A ring guard, for example, may mean all the dif- 
ference to a purchaser who might otherwise com- 


plain, “I like it as much as I did when I bought it 
but it twists around on my finger and is terribly 
uncomfortable.” Patented earring devices may 
forestall the complaint, “They’re beautiful but 
they hurt my ears.” If you sell such accessories, 
you have not only minimized the danger of the 
customer’s becoming a complainer, you have in- 
creased your original sale. 
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. a rectous Ngee j j a 
Rubies, Star Rubies 
Sapphires, Star Sapphires 
Emeralds, Catseyes . . . 
Loose or in Platinum 
Diamond Mountings 


of Exclusive Design .. . 


| VAY ELA 4 bt, VCH 7/, Yj ; 


Formerly Robinson & Sverdiik 
O10 FIFTH AVENUE. Rockefeller Center 


aT vw York 20). aT Ww York 
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PRESENTS 


These beautiful new devotional articles 


handcrafted of sterling silver. 


I lommelelel:: 

Sterling St..Christopher 
medal; enameled four leaf 
a foh'-lamolalea-S4-1e)- Mec alia 


18” sterling chain. 
Gift boxed. Retail $4.95 


No. 1202 


Star of David Auto Plaque. Sterling silver — magnetic. 


Gift boxed. Retail $4.50 
ASK YOUR WHOLESALER 


PHILADELPHIA 
Poul M. Stern 


NEW YORK 


Irving Reiss 


105 Chambers St. 
New York, N. Y. 


Division of G. Klein & 
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55 Cromwell St. 
Providence, R. |. 


105 Chambers S?. 
New York, N. Y. 


CHICAGO 

Jerome J. Hochberg 
29 East Madison St. 
Chicago 2, Illinois 


203 Washington Squore Bidg. 
Philadelphia 6; Pennsylvania 


LOS ANGELES 

Jack Klein 

448 South Hill Street 

Los Angeles 13, California 





by Virginia Dixon 


WINDOW 
DISPLAYS 


that point up sales for 


THE 
BABY GIFT 
DEPARTMENT 


Your displays of babyware can be among the 
most charming and attractive of your windows. 
The merchandise itself is appealing and manu- 
facturers do an excellent, colorful job of packag- 
ing these items. Many of them supply good dis- 
play helps as well. The local toy store offers a 
wealth of attractive accessories for both window 
and in-store displays. Gayly lettered copy mes- 
sages help to sell jewelry baby gifts. For doting 
parents and relatives, the copy theme can suggest 
that childhéod is the age for training good taste 
with fine silver and jewelry. If you cannot devote 
an entire window to your baby goods, try to keep 
a separate baby grouping in your window. Make 
it a display that sells for you. 


A doll’s cradle, heaped with daintily wrapped gift pack- 
ages and surrounded with gift items suitable for the new 
baby. A snuggley rabbit cuddles a baby cup and a toy 
clown suspended from the ceiling clutches a baby spoon. 
Streamers from a big ribbon bow on the cradle can extend 
to gift items arranged on a circular plaque. Cradle and 
toys can be borrowed. Copy card “Gifts for the New Baby” 
should be attractively hand lettered. Cradle should be 
lined with dainty ruffling and color scheme might be 
predominantly white with touches of pink and blue. 





Colorful children’s building blocks serve as elevations in 
this display with a large baby picture against the back- 
ground. You can probably get a local photographer to 
supply the baby portrait in return for a credit card. Pick 
up the colors in the building blocks in ribbon streamers 
to hang the picture and to lay across the window floor. 
Group merchandise on the blocks and on the ribbon 
streamers on the floor. 


FOR WINDOW SUGGESTIONS PLEASE TURN TO PAGE 120 
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HEART OF GOLD 


Lovely to look at, yet modest in price. . . a beautiful 
engine turned pendant in 14K gold, strikingly accented 


by a single cultured pearl. The rope chain is also 14K. 


The Pendant — 4859 
The Chain — 4230/16 


CHURCH ta COMPANY Manufacturing Jewelers, 2 Garden Street, Newark 5, N. J. 


Member 


ee OHO 


Gem Socsety 





GIBSON’S NEW SENSATION 
...the sparkling, decorative memory 
books with the twinkling jeweled 


covers. Studded with rhinestones, and. 


gold: and silver’ leaf ‘designs in a 


profusion of pretty patterns. 


IN A COMPLETE NEW LINE 


WEDDING BOOKS @ ANNIVERSARY BOOKS 
BABY BOOKS e GIFT BOOKS 
GUEST BOOKS e BIBLES 
PHOTOGRAPHS @ MUSICAL WEDDINGS 


COMPANY 
PUBLISHERS * NORWALK, CONNECTICUT 
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STORE NAME 
Address - City 





The exclusive Diamond Facts Booklet de- 
signed to bring customers into your store. 


JOHN J. COURTNEY & Co., ING. 
452 FirtH AVENUE @ New York I18, N. Y. 
INQUIRIES FROM RATED JEWELERS INVITED 
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WHITE and COLORLESS STONES (from poge 86) 

natural stone for this use. In Mexico, uncolored 
onyx marble is sometimes used for beads or carv- 
ings, but onyx shows the variations of its banded 
structure which detract from the more desirable 
dead whiteness of glass, and it is too soft for the 
usual baroque applications. There are many more 
or less white stones in nature, from beach pebbles 
to Vermont marble, but they have no special char- 
acter which would make them the inevitable in 
jewelry. Among the clear stones, diamond, of 
course, occupies such a position, making every- 
thing else seem dull by comparison. 

White stones do appear in the carvings, mate- 
rials and treatments that we have to include in 
this series because of the overlap in stone uses. 
Jade is the best known, and its white varieties 
range from almost snowy white “mutton fat” to 
whites with a greenish or yellowish cast. The 
uniformly colored pieces are uncommon in large 
sizes and as carvings are highly valued, but small 
pieces that would be used in jewelry would have 
much less value. We do occasionally see nice 
pieces of jewelry that have used small Chinese 
carvings and buttons made originally for other 
uses and adapted to adornment applications, but 
we will never see ordinary cabochons and tum- 
bled stones of this material. The writer had to 
have a cabochon specially cut to round out his 
jade color series, none being available on the 
market. 

There appear, from time to time, white carv- 
ings of a hard, jade-like material which on test- 
ing turn out to be quartzite from an unknown 
source (Anderson of the London Laboratory has 
one now). Much of the quartzite of the “eosite”’ 
mentioned in our article on Idar is dead white, 
but each of these pieces shows, in some sections, 
the reddish aventurine tint of the included mica. 

Archeological material of this hue is commonly 
called alabaster by the Egyptologists. To the 
mineralogists, alabaster is a massive gypsum (hy- 
drous calcium sulphate). It is very soft and can 
easily be scratched by the finger nail. There is 
an occurrence in Italy and it is very common in 
small carvings from Florence. The polish it takes 
is fairly good and the ease with which the birds 
and simulated fruit can be dyed show that it is 
fairly porous. Being softer than marble, it is 
more easily scratched and few old pieces will be 
free of blemishes; should a test be necessary a 
hardness test on the bottom with a finger nail 
(H. 214, alabaster H.2) will soon reveal its na- 
ture. 

The jargon of any trade is likely to be spe- 
cialized, and the mineralogists don’t think the 
archeologists know what they are talking about. 
The excavated bowls are, as a rule, not alabaster 
at all. They are, almost always, a slightly harder 
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material, onyx marble, and we can usually see 
the banding that is characteristic of onyx. (Don’t 
forget that the very word “onyx” comes from the 








Greek for fingernail, and refers to the banding 

at the base of a nail.) From the amount of onyx } ee a lou 
that we see in the Mexican carvings mentioned 7 ‘i 
before, and in lamps, table-tops and desk sets, it | For New Goods or Repairs 





is obvious that it is pretty common and pretty 
world-wide in its occurrence. 


| 
Coral is a calcium carbonate like marble and | 
' ; : ; 

onyx and its white phase sometimes appears in 
beads or small carvings. More often, jewelry 
' 
| 
| 
| 






coral is red or salmon with an occasional white 
spot, but sometimes it is predominantly white 
with small pinkish or red areas. The white ma- 
terial has not found any use in baroques. 

















Ivory and bone are also white. Since it is 
organic (tooth) material, ivory is soft and is 
therefore not suitable for hard wear and baroque 
treatment. Its commonest decorative use is in A. Bottle Opener (Ring Type) 8. Cap Lifter (Hook Type 

: . , ss | C. Knife Blade (Medium) D. Cheese Scoop 
small sculptures, especially Oriental carvings, | 


: . . : AS aan | Leading silversmiths and repair shops look to 
shaped into the figures of Japanese deities and | Nesthanenten tar Gaile Gale’ Geteed enter 



















mythical characters and animals. Miniature carv- | less steel blades. Unequalled for quality, 
ings (“netsukes’”) constitute one of the most | beauty and craftsmanship since 1871, North- 
: ampton offers a wide variety of specialty items 
highly developed and appreciated art forms of in addition to a complete line of tableware. 
Japan, and a well-executed, signed figure is highly Prices and illustrations gladly furnished. 








valued. Collections of them will be seen in mu- NORTHAMPTON CUTLERY COMPANY ° 
seums, which may accord them a standing equal 


PLEASE TURN TO PAGE 102 | NORTHAMPTON 2, MASS: © ESTABLISHED 1671 























distributor of 576 FIFTH AVENUE, NEW YORK 36, N.Y. JUdson-2-2922 
THESE PROMINENT MANUFACTURING JEWELERS 


HAVE ADOPTED AND SPONSORED THEM— 


New York City Chicago, Illinois 


Samuel Abramson The Ball Company 
Beckerman & Lerner Chicago Diamond Brokers, Inc. 
Belenky Brothers, Inc. Hallmark, Inc. 
Century Jewelry Company B. Leader & Sons 
Davidson & Sons Jewelry Co., Inc. Henry Mayer Company 
E. S. Feinstein & Company Nathan & Berg, Inc. 
J. & H. yer. “ 
Gevertz o., Inc. ulpeper, Virginia 
M. L. Goldfarb wap oe 
Louis Hopkins Sonny Company 
Irvring Company 
Morris Kaplan & Sons Dallas, Texas 
David Karp Co., Inc. 
Irving Klampert Company Leon Rudberg Jewelry Company 
Knight Mfg. Co., Inc. 
Charlies Koppel Ring Company Indianapolis, Indiana 
Mercury Ring Corporation 
R. Pearlman, Inc. Goodman & Company 
Philip-Morris Jewelers, Inc. 
K. Polishook & Son Corporation Newark, New Jersey 
William Schneider : 

Acme Ring Mfg. Co., Inc. 
Barnett Shorr, Inc. Church & Company 
Leon Turkus Larter & Sons, Inc. 





























Attieboro, Massachusetts Pittsburgh, Pennsylvania 


L. G. Balfour Company Helm & Hahn Co., Inc. 
W. E. Hayward Company Feigenbaum Brothers 










Buffalo, New York San Francisco, California 


eantess Bing iétg. Co: Une. S. M. Mickelson Company 
Block Ring Company 

Clark Ring Company 

David Dattner Toronto, Canada e 

B. Tanenbaum & Co., Inc. Libman & Shaw Limited 
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now.. exclusively 


FIRST GREAT PROMOTION THAT 


the first annual All - 
from Anson...to your customers OVER 700.. 








$10,000 FLORIDA VACATION HOME 


at St. Lucie Shores, Stuart, Florida 


plus $5,000 ESTHER WILLIAMS 
SWIMMING POOL 


ALL-EXPENSES PAID TRIP _ 
TO MIAMI BEACH FOR 


A | at the Biltmore Terrace | 
is 
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brings to jewelry retailing... 


GLORIFIES YOUR CUSTOMERS! 


-American Family Search 


. PRIZES! 


Your merchandising kit of promo- 


{ ree tional aids and entry blanks available 


A giant operation to enrich your 
store by bestowing the greatest of 





honors to the entire families of your 


customers! 





Millions of dollars will be poured into 
the newest and most exciting of all 
national promotions! 

Anson — and only Anson — has had 
the alert promotional aggressiveness to 
capture this tremendous opportunity 
for you. 

The All-American Family Search 
will seek out the family that most 
represents the American way of life. 
It will pinpoint its effect locally be- 





























$750 LIBRARY AND 


only from your Anson distributor. 
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cause there will be big, rich prizes for 
families in every state! 

Most of all, you and your store will 
be the rallying point of all the excite- 
ment — the source of eligibility, the 
magnet of eager people wanting, 
hoping to win this fabulous honor, 
fame and fortune! Because the only 
way any family can enter is by getting 
an entry blank at your store! 

Traffic, of course, will swell! And so 
will your sales! 

Because Anson has created new, per- 
tinent, inspiring jewelry that catches 
the high-pitched emotion of this in- 
spired idea. It appeals to every man 
and woman who loves America. 





























$700 FREEZER 


call him now! 





LAUNCHES ITS 


Collection series 


with a giant country-wide 


re N4 


“All-American Family” 


falc Val telalry olelaliola-teM-Vibv-\uil-lalaelaMmelulih ae l-telaas 
seeks out the family in your community that most 
represents the American way of life. 

TIE-IN! Make your store the rallying point of all 
the excitement — the official source for entry forms 
alcrelele|tlelai-1a Man ie) am -iele|-1ammacelulll(- MR celalilale Mn om GALE 


search for the... 


fololUl (elt we elah 4st Manic lil-Melale ME celaitlal= 


DON’T MISS THE BOAT 
SEND FOR YOUR FR EE 


ANSON MERCHANDISING KIT TODAY! 


Contains counter display with 200 All- 
American Family Search Entry Blanks 
— Three -U:S.A. Collection Displays 

' Newspaper Matbook — Window 
Streamer — Publicity Release. 


|. Alberts’ Sons, Inc. 
373 Washington St. 
Boston, Massachusetts 
Liberty 2-251! 


Please send me information concerning the Anson U.S.A. 
Collection and the All-American Family Search. 


Store Name 


Address 


Signed: 





WHITE and COLORLESS STONES (from page 99) 


to that of the jade with which we are more fa- 
miliar. Bone carving, as an inexpensive substitute 
for ivory, is extensively practiced in Switzerland 
and Germany, and we often see highly tinted 
flower brooches of bone among the tourist’s sou- 
venirs of those countries. Ivory can be recognized 
by its higher luster and its grain, almost like that 
of wood at times, which distinguishes it, in turn, 
from the equally lustrous but structureless 
plastics. 

The common ivory is, of course, elephant ivory. 
However we do find tooth material of a similar 
nature in two other animals. Polished and incised 
sperm whale teeth are a heritage from our whal- 
ing ancestors, and are often to be found in New 
England museums or turning up in antique shops. 
They are usually used intact; short, stubby and 
like an abortive tusk, they taper rapidly to a point 
as they twist inwards. Whalers whiled away their 
time on the interminable voyages by scratching 
scenes and sentiments upon their polished sur- 
faces; on their return they would decorate the 
mantelpiece with these souvenirs of the trip. 

Walrus ivory is a medium for Esquimo carv- 
ings and today it is a very common souvenir of 
the Alaskan visitor. It resembles elephant ivory 
more than a sperm whale tooth, for it grows into 
longer, bayonet-like, almost straight tusks. Sec- 
tioning reveals a comparatively thin outer ivory 
border enclosing a large, granular and softer 
(hence depressed) core. The creamy white slices 
of recently collected walrus ivory are not especial- 
ly interesting, but a rarer, brown to black rimmed 
material is rather attractive. This is fossil walrus 
ivory (not really fossil for it is still all the original 
tooth material) deeply stained by burial for 
thousands of years in ancient gravels and peat. 
Tusks are found frozen in the soil, especially dur- 
ing gold mining operations when they are washed 
out with the nuggets and other animal bones by 
the great hydraulic jets which rip open the frozen 
tundra. Sliced, polished, and hung together on 
chains and bracelets, they too are common items 
for the tourist trade. 

The colorless stones that we find in baroques 
may look like bits of glass, but since glass has so 
little durability, they are, in all genuine stone 
baroque jewelry (which is now being flattered 
by all-glass imitations), tumbled rock crystal. 
Quartz is the predominant material of all baro- 
ques (as we certainly should have remarked by 
now if we haven’t) so we can naturally assume 
that we will find quartz in the colorless category. 
All the clear and colorless, or the lightly frosted, 
material, anything that looks clear and glasslike 
in genuine baroques, will be quartz. The engraved 
frosted plates, with bezel-set diamonds in their 
centers, which were popular as ring mountings 
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some years ago, were sometimes glass and some- 
times quartz. The difference, of course, was en- 
tirely in their esthetic appeal, for the quartz ones 
had to be carved while the glass ones were simply 
cast and etched. They can be distinguished simply 
by testing for double refraction on the polariscope. 
(The hardness is different too, but hardness is 
not a test that one normally makes today. That 
was the darling of the old-time jewelers who were 
demons with a file and lost with anything that 
took study.) 

Quartz with inclusions is frequently used in 
baroques. Many of the Brazilian quartz rejects 
are saturated with greenish and brownish layers 
of chlorite and limonite, deposited there during 
crystal growth and later buried beneath more 
quartz, making the phantoms beloved by mineral 
collectors. Colorful baroques and cabochons have 
been cut from straight-banded crystal sections of 
these phantom crystals, creating an interesting 
effect of alternating transparency and opacity. 
Another effect is of a crystal clear covering over 
a green mossy background. 

In addition to the solid-layered inclusions, we 
also find cabochons of more or less clear quartz 
with needles of reddish brown or black minerals 
shooting through the solid, glass-clear stones. The 
needles are crystals of rutile and tourmaline, as 
well as some other minerals that pass under the 
name of rutile (rutilated quartz) for want of a 
precise identification. Regular stones of this type 
were common years ago, when Switzerland was 
an important source of rock crystal, and they 
were sold under the name “‘fléches d’amour” (ar- 
rows of love). For a long time rutilated quartz 
was not common, but now it has become so again. 
Many of the Brazilian “radio crystal” rejects were 
saturated with these inclusions so now they are 
common in our baroques. The Chinese, and in 
recent years it has been the Japanese, have carved 
rock crystal, rutilated quartz and tourmalinated 
quartz. Due to pecularities of U. S. Customs, rock 
erystal carvings come in at a reasonable duty 
(what home industry is this protecting?) and 
can sell for modest amounts in comparison to the 
carvings of equally cheap raw material like rose 
quartz and smoky quartz, which pay twice the 
duty. (Good “radio” rock crystal commands a 
high price, though twinned, needled and flawed 
material is quite cheap. The high price of top 
quality, natural rock crystal has made its syn- 
thesis for radio use a reasonable research goal.) 

Although unknown in baroques, we do find 
glass imitations of rock crystal in the Chinese 
carvings. The quartz crystal that is used in carv- 
ings is pretty clear and colorless. Glass in thick 
pieces generally has a greenish cast; look at the 
edge of a piece of plate glass if you have any 


doubts about that. In comparison, the really color- 
PLEASE TURN TO PAGE 135 
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FROM THE reson U.S.A. COLLECTION 


The Age of Discovery 


reborn in elegant links and clips! 
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Whether you 
purchase 


your watch 
from me ov... 


some other 
dealer 


SAVING 


THE “LOST” WATCH SALE 


° Robert L. Millam, jeweler of Brea, California, 
was showing watches to a walk-in customer. He 
tried everything at his command to wrap up the 
sale—and failed. The customer turned away from 
the case and started for the door. Then Mr. Millam 
had his inspiration. 


“Sir,” he said, “whether you purchase your 
watch from me or from some other dealer, I’ll be 
glad to point out to you the things you ought to 
look for. I’ve been repairing and selling fine 
watches for 15 years and I think I can honestly 
help you.” 


The man turned back at once. “That sounds 


like a fair offer,” he said. 

Less than five minutes later he walked out of 
the store wearing a new yellow-gold $71.50 watch 
and a $12.95 band he had paid cash for. 

“T’ve used the same method successfully with 
other customers,” says Mr. Millam. “It works .be- 
cause they know I’m being honest.” 
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DON'T LET THE TRADING STAMP (from page 82) 


JEWELER NEED TRADING STAMPS AT ALL 
TO STIMULATE HIS BUSINESS?” My answer 
to this question is “NO”... but, since a certain 
number of Frenchmen can’t all be wrong, let’s 
explore the matter a little further. 

From observations made it has been found that 
some jewelers, located in smaller cities or towns, 
give trading stamps. However, in the main busi- 
ness sections of large metropolitan areas there 
are few, if any, who use the plan. And those iso- 
lated jewelers who do “go in” for the proposition 
in the larger cities, are invariably located in the 
outskirts of those communities or in the local 
neighborhood shopping districts. Frequently these 
jewelers issue trading stamps simply because 
many other merchants in the locality do so. An 
aggressive stamp company salesman “lines up” a 
number of these storekeepers and the jeweler falls 
in line rather than feel that he is the only one in 
the community without such stamps. 

However, jewelers on Euclid Avenue in Cleve- 
land — on State Street in Chicago — on Main 
Street in Dallas — or on South Broadway in Los 
Angeles — do not feel it necessary, advisable or 
even good business to use trading stamps. What 
then are the reasons that prompt certain dealers 
to consider the use of stamps in their businesses? 

The trading stamp people themselves use cer- 
tain arguments or selling points when they ap- 
proach a retailer and try to sell him on their 
proposition. Let’s see what they are! 


Trading Stamps Help to Convert Shoppers Into 
Steady and Regular Day-After-Day Customers. 

This is a logical and sound sales story to pre- 
sent to a grocer, druggist, dry cleaner or gas 
station operator who feature daily consumable 
products and whose merchandise or service is 
bought, for the most part, on impulse. People 
do not care too much where such purchases are 
made for the reason that the merchandise offered 
is pretty much the same everywhere and prices 
are fairly well standardized. True enough, every 
so often a grocer or super-market will feature a 
“bargain” for a penny or so less in order to 
attract new patronage to their establishments. 
Inveterate “shoppers” seek these bargains and, 
like bees, will flit from flower to flower seeking the 
nectar where it is sweetest and most plentiful. 
The trading stamp is supposed to discourage this 
“flitting about” and make steady, regular cus- 
tomers out of this type of shopper. 


Trading Stamps Build and Develop Good 
Will. They Offer Customers a Valid Reason 
for Patronizing Those Merchants Who 
Regularly Offer Such Stamps. 


As we all know, jewelry is not a daily consum- 
PLEASE TURN TO PAGE 110 
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Have you ever had your eyes examined by 
an unspectacled oculist or optometrist? 
Have you ever visited a dentist whose 
smile disclosed decayed or missing teeth? 


Or have you ever heard of a butcher who, 


The answers to these three questions, 

in 99 out of one hundred cases, 

would be “No”. 

So what? 

What does all this mean to you, 

as a jeweler? 

Let’s go a step or two farther and see. 
How many jewelers do you know who are 
so proud of their business that they wear 
or model the merchandise they sell? 

Just check yourself .... as 


“for instance.” 















Is your tie held in place with a good- Pe 
looking tie-clasp? 


Are you wearing cuff links? 


a? 


Will a prospective watch customer see a 
fine looking time-piece, with sparkling 
expansion band, on your wrist? 
See what I mean? 

I’ve called on many a jeweler who 
apparently did not believe in doing unto 
himself as he was so eager to do unto others. 
And I’ve always wondered why this was so. 
Why do so many jewelers neglect... . 

or refuse ....or overlook .... the importance 


of modeling at least some of the A 


merchandise they are soc anxious to se 
to others? 


Or, frankly, let’s be personal about it. 





Why not set yourself up as a paragon.... 
or as a good example... . of what you’d 
like others to be. ...as far as the wearing 
of jewelry is concerned? 


That’s my point. (5 


Ca) 





5 


That’s what I am driving at. 

Seems to me that it’s just as important 
for you to advertise your merchandise 
on yourself as it is to display it 


properly in your window. 
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DON'T LET THE TRADING STAMP (from page 107) 


able item like food, cigarettes or gasoline and un- 
like these commodities is not bought on impulse 
or the spur of the moment. The man or woman 
who wants to buy a watch or a set of sterling flat- 
ware knows days or even weeks in advance that 
such a purchase will have to be made. A certain 
amount of window shopping invariably is done 
before the deal is consummated. Models, styles 
and patterns are studied and compared, and the 
question of dealer reputation and prestige is care- 
fully considered. 

On the other hand, all this preliminary shop- 
ping process is deemed superfiuous and unneces- 
sary when the contemplated purchase is to be 
either sugar, aspirin or a quart of automobile oil. 
It is quite sufficient and satisfactory to know that 
the sugar is properly packaged and that it bears 
an advertised name or at least one with which 
the consumer is tolerably well acquainted. As far 
as the oil is concerned, almost anyone of eight or 
ten recognized brands will be acceptable. And 
when such purchases of consumable items are 
‘“nlus-ed” with trading stamps the buyer is not 
inclined to weigh the esteem or standing of one 
retailer against the other. Obtaining the stamps 
may be reason enough to favor one dealer against 
the other, prices and other conditions being the 
same, of course. 

However, when a watch or set of sterling flat- 
ware is to be bought the reputation and standing 
of the jeweler is an important consideration. And 
when such items are purchased as presents the 
name of the jeweler in the box... or on the 
wrapper ... very often enhances the gifts. For 
example, no one can deny that a name like “Tif- 
fany” on a gift package is more desirable to the 
recipient ...and certainly more flattering to the 
giver... than a name like “John Doe.” So, even 
if “John Doe” offered trading stamps as an in- 
ducement to shop at his store most people, to 
whom dealer prestige and reputation are impor- 
tant, would still prefer to patronize the jeweler 
of highest esteem in that locality. To them trad- 
ing stamps would be of secondary or even less 
importance. 


Trading Stamps Are a Kind of Insurance Policy, 
Guarantee or “Magnet” Which Helps You to 
Hold on to Your Customers. 


That argument, too, is sound and logical but, 
in my opinion, applies only to those retailers who 
sell consumable goods which have to be replen- 
ished and purchased almost every day. But how 
often does the average person buy a watch, ster- 
ling flatware or an expansion watch band? And 
when he or she does visit a jewelry store, once or 


PLEASE TURN TO PAGE 112 
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twice a year, to make a purchase of this kind, the 
question of obtaining a few trading stamps is not 
much of a motivating factor in preferring one 
jeweler to another. Experience indicates that 
people continue to buy their jewelry in stores 
which they have patronized in the past and with 
which they have established a friendly and trust- 
ing relationship. 

So this argument, advanced by the trading 
stamp companies, can be disregarded pretty well 
as far as the jeweler is concerned. It is in those 
branches of retailing where turnover is high... 
and where stores of the same kind are plentiful 
... that competition is always very keen. Hence 
the added “plus” of a few stamps is frequently 
reason enough to keep the business confined to 
one establishment in favor of others in the 
Vicinity. 

Trading Stamps Give Customers a Reasonable 
Excuse for Disregarding Lower Prices Quoted 
or Advertised by Other Dealers. 

As far as jewelers are concerned it seems to 
me that this particular point is altogether falla- 
cious. 

When a super-market or drug store, that does 
not issue stamps, features a “come-on” special 
that is a cent or two cheaper than a competitor 
offers, the shopper may wisely decide to disregard 
this “bait” and continue to purchase everything 
needed at the store that gives her the trading 
stamps. She may be ashamed to buy just the one 
“cut price” item and at the same time feel reluc- 
tant to add to her order just to “save face.” In 
her opinion it may be better to concentrate all 
buying at the one store where she gets her stamps 
rather than buy the “bait” item simply to save 
the penny. 

Contrast this situation with the jewelry busi- 
ness. When Jones, the Jeweler, features a watch 
in his window or in his advertising at $29.75 and 
he is faced with a competitive condition where the 
fellow down the street offers a $2.50 or $3.50 price 
cut on the identical item, rest assured that trad- 
ing stamps will NOT save the day for Mr. Jones. 
Here we are no longer dealing with penny price 
differentials. The difference of $2.50 or $3.50 en- 
tirely nullifies the appeal of a few paltry trading 
stamps. So this last argument, as far as the 
jeweler is concerned, falls of its own weight. 


Trading Stamps Eliminate Credit Losses Since 
They Are Given as a Cash Discount Inducement 
on Cash Sales. 

Many merchants like this line of reasoning be- 
cause it sounds so good. However, let’s examine 
it just a bit more closely. 

In stores that do a “quick turn-over” type of 
business, fast sales are the accepted rule and 

PLEASE TURN TO PAGE 115 
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Spirit of America 
recaptured in smart, new links and clips! 


Smart Anson Men’s jewelry emblazoned with 
the cherished symbols of our great traditions. 
Superb artistry, with the vitality of character 
that marks things truly American. 


STARS OF FREEDOM 
3 Piece Boxed Gift Set 


$5.00 plus Fed. Tax 
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DON'T LET THE TRADING STAMP (from page 112) 


time and they are for cash. Obviously, there can 
be no credit losses where business is done for 
“eash-on-the-line” and hence if anyone is inciined 
to believe that trading stamps are responsible for 
such a happy result, that is entirely up to him. It 
seems to me that this type of business can and will 
continue to be done for cash regardless of trading 
stamps. 

Jewelry is not sold in units of dimes. Most 
jewelry sales amount to more than “just a few 
dollars.”’ While a great many such sales are made 
for cash, an important part of all jewelery sold 

. . amounting to perhaps 900 millions of dollars 
worth .. . is sold annually on credit or dignified 
charge account. By no stretch of the imagination 
could anyone claim that the giving of trading 
stamps would help to change the nature of this 
phase of the business. It is therefore difficult to 
see or understand how trading stamps of them- 
selves could eliminate credit losses for the 
jeweler. 


By Encouraging Cash Sales, Trading Stamps 
Also Reduce the Bookkeeping Overhead That 
Is Ordinarily Necessary Where Merchandise 
Is Sold on Credit. 


It is true that a strictly cash business would 
require a minimum of bookkeeping expense. It 
stands to reason that where cash sales prevail no 
bookkeeping is required to keep track of “‘out- 
standings” or accounts receivable. That is all well 
and true as far as the grocer, druggist or dry 
cleaner is concerned. However, it cannot and will 
not apply to the jeweler so long as such a tre- 
mendous amount of jewelry is sold on credit. And 
where sales are made on the installment or credit 
plan there will have to be a certain amount of 
bookkeeping overhead, trading stamps notwith- 
standing. 

While on this very topic I would like to call 
attention to a full page advertisement that ap- 
peared in the May 21 issue of Time magazine. It 
was sponsored by one of the oldest of all trading 
stamp companies doing a nation-wide business 
“. .. with 60,000 retailers.” This advertisement 
carried the caption, “20,000,000 Consumers Get 
Discount For Paying Cash.” The ad then goes 
on to say... and I quote verbatim... 

“Business men get a discount for 
paying cash. Manufacturers, whole- 
salers, retailers are all rewarded for 
cash payments. But what about the 
ultimate consumer? Why shouldn’t 
she get a discount for paying cash, 
too? Today over 20,000,000 smart, 
thrifty women do just that. Every- 
time they spend a dime they get a 
PLEASE TURN TO PAGE I16 
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The Age of Discovery 
reborn in elegant links and clips! 


New-found inspirations, in patterns harken- 
ing back to the valiant spirit of Columbus and 
his followers. Costly looking as the treasures 
they sought! 
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3 Piece Boxed Gift Set 


$5.00 plus Fed. Tox 


TAKE ACTION TODAY! 
S) i | ©) an 4O) 6) FREE 


ANSON MERCHANDISING KIT 


elaiiolisrmaellalicy display with 200 All 

American Family Search Entry Blanks 
Three U.S.A. Collection Displays 

Newspaper: Matbook | Window 


Streamer Publicity Release 


Terai aisaniatantaaianaionn = 


55 East Washington Street 
CHICAGO 2, ILL. STate 2-7130 


220 Bagley Avenue, Detroit 26, Michigan - WOodward 3-6456 


Please send me information concerning the Anson U.S.A. 
Collection and the All-American Family Search. 


Store Nome 





Address 








Signed: 2 








Stein & Ellbogen Company : 
| 
| 
| 
| 
| 


Blank Stamp as their discount for 
paying cash... ten stamps for every 
dollar. 


Wonderful Things 
Don’t Cost a Penny 


With Blank Stamps these thrifty 
women get wonderful things for their 
homes and families branded 
watches . . . General Electric appli- 
ances . .. Chatham blankets... 
Ansco cameras ... to name a few. 
And not one of these costs a penny. 
Actually, these women have their 
choice of over 1,500 quality items 
which they can select at more than 
400 Blank Redemption Stores across 
the nation. 

Naturally, Blank Stamps cost the re- 
tailer money. But advertising, park- 
ing lots, air conditioning, better per- 
sonnel, improved lighting .. . every- 
thing else he does to attract custom- 
ers costs him money.” 

I have no fault to find with this sales talk nor 
do I have any desire to debate the logic of the 
latter portion of this argument. It is sound and 
correct as far as it goes. Advertising, parking 
lots and all of the other things mentioned do cost 
money and they are all bought with the one pur- 
pose of attracting business. Successful jewelers 
recognize this fact and hundreds of them spend 
tremendous amounts of money every year on such 
advertising, air conditioning, improved lighting, 
etc. But the point at issue here is... “Will the 
distribution of trading stamps act as the kind of 
advertising that will stimulate business for the 
jeweler?” For many of the reasons already given 
I feel compelled once again to say, “No.” Never- 
theless, I do want to sum up the situation in these 
words: 

When a jeweler offers trading stamps he is, in 
my opinion, wasting money and adding an un- 
necessary cost to an already high overhead. And 
where jewelry is sold on credit or charge account 
the distribution of stamps as a “cash discount” 
is foolish, wasteful and paradoxical. How can or 
why should a “cash discount” be given on credit 
sales? 

The advertisement, partially quoted above, then 
goes on to deliver its final master-stroke to the 
merchant by saying... 

“It is a matter of record that Blank 
Stamps do increase business so dra- 
matically that, in effect, they ‘cost 
the dealer nothing.’ In fact, the rec- 
ord is so clear-cut that today 60,000 
retailers give Blank Stamps. They do 
it to reward their customers, attract 
PLEASE TURN TO PAGE I19 
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3 Piece Boxed Gift Set 


$10.00 plus Fed. Tax 








| The War for Independence | 


* told in inspired links and tie clips! 
Landing ol tite I deri ‘tik. American as Bunker Hill, these inspired men’s 


jewelry fashions speak both of love for America 
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Spirit of America 
recaptured in smart, new links and clips! 


Smart Anson Men’s jewelry emblazoned with 
the cherished symbols of our great traditions. 
Superb artistry, with the vitality of character 
that marks things truly American. 


STARS OF FREEDOM 
3 Piece Boxed Gift Set 


$5.00 plus Fed. Tax 
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DON'T LET THE TRADING STAMP (from page 116) 
additional business and make doubly 
certain that every customer is satis- 
fied.” 

At the risk of being painfully repetitious, I 
must again say that it is difficult for me to see 
how the giving of stamps can effect a “dramatic” 
increase in any jeweler’s business. For the drug- 
gist, yes; if he can attract to his store those pur- 
chases of toothpaste, mouth wash, shampoo, etc., 
that are now made in the giant super-markets 

. many of which have excellent proprietary 
drug departments . . . HE can successfully effect 

1 “dramatic increase” in HIS sales volume. If 

the issuance of trading stamps by the druggist 

can lure this business to him the stamps will be 
performing one of the functions claimed for them 
by the stamp companies. 

Of course, it may be said—and rightfully so— 
that a great deal of jewelry is sold today by de- 
partment stores, mail order houses, etc., and that 
the jeweler similarly might be able to attract this 
business to his store if he offered trading stamps 
as an inducement. There is, no doubt, some sound- 
ness to this premise. ‘Such a result might be ac- 
complished but, once again, I frankly doubt it. 
A number of reasons already given amply cover 
this. 

Most persons who buy from mail order catalogs 
are so located that they find it inconvenient to 
visit Jewelry stores and hence are of necessity 
compelled to use these catalogs. Trading stamps 
cannot alter such a condition. On the other hand, 
those people who buy their jewelry at depart- 
ment stores do so because they are inveterate 
department store shoppers or because they have 
been attracted by so-called “special bargains”’ 
which manufacturers or wholesalers give to these 
stores because of their great purchasing power 
and their ability to attract hordes of people with 
their advertising, diversified arrays of merchan- 
dise, ete. 

To my way of thinking trading stamps are not 
the jeweler’s panacea for these “ailments.”’ He has 
other excellent resources at his command that 
can and will help him to attract and retain for 
himself the business that historically and right- 
fully belongs to him. 

Some years ago I made a survey on the buying 
habits or buying inclinations of people who might 
be considered logical prospective jewelry pur- 
chasers. Five thousand questionnaires were 
mailed to as many persons, each of whom owned 
an automobile of recent registration. Names were 
obtained from a New York mailing list house and 
these names were selected from various parts of 
the country to get a pretty good cross section of 
opinion. In substance, these people were asked, 
“Where do you prefer to buy your jewelry and 
PLEASE TURN TO PAGE 160 
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Norman S. Stiefel Company 
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The Age of Discovery Drums and a little dolly set the atmosphere for this 
reborn in elegant links and clips! setting. Baby spoons and forks, rattles and other small 


New-found inspirations, in patterns harken- 
ing back to the valiant spirit of Columbus and 
his followers. Costly looking as the treasures 


they sought! ;, , 
toy store or circular elevations can be covered with pastel 


items are suspended from the window ceiling with narrow 


ribbons. The drums may be real toys borrowed from a 


papers and trimmed with ribbon and cord to simulate the 





drums. Merchandise is arranged on the drums and on 


circular pads on the window floor. 
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and other $5.00 plus Fed. Tax 
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and paper dolls. The cake may be a baker’s dummy—or a 


real one!—or you might use a crepe paper Jack Horner 


rewire ong 


| James J. Burke Co. 
P. O. Box 1367 818 Olive St. 


St. Louis 1, Mo. bright colors and suspend a garland of dolls from the 
CHestnut 1-6220 1-622! 


pie. Surround the cake with paper doll cut-outs in various 


Please send me information concerning the Anson U.S.A. window ceiling. Arrange merchandise on various elevations 
Collection and the All-American Family Search. : 
and on the window floor. The paper dolls can be cut from 


Store Name 





one pattern out of various colors of construction paper 
Address 
(from your stationery store or 5 and 10) and pasted 





together or stapled to a long string or wire for hanging. 
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Mother Goose nursery rhyme suitably altered for this 


window in which a very pretty doll is used for an eye- 
catcher. “Mary, Mary, quite content ... How does your 
garden grow? ... With silver bowls and little cups... 
And baby spoons all in a row?” is lettered on the copy 
panel at “Mary’s” hand. Flower cut-outs in small flower 
pots carry merchandise wired to them and spoons and 
forks wired to small leaf cut-outs are “planted” across 
the front of the window. Other merchandise is arranged 


on step elevations. 


A little doll house is furnished with silver cups and bowls 
and other children’s gift items. Copy reads—“Let’s play 
house with our very own silver!” The window floor is 
covered in grass cloth and green paper cutouts suggest 
trees and shrubbery behind the doll house. Merchandise is 
arranged in the house and on the grass floor. You should 
be able to borrow a doll house from a toy store or a private 
owner. If you can get a really unusual and interesting 


doll house you will find it an excellent attention-getter. 
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The War for Independence 


told in inspired links and tie clips! 


American as Bunker Hill, these inspired men’s 
jewelry fashions speak both of love for America 
... and elegance in the most flawless taste. 
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WATCH INSPECTION (from page 92) 


floor and in the windows to the watch-inspection 
promotional material. 

3. Use the mats in your local newspaper. With 
your store name included, they make ads by 
themselves or can be incorporated in larger space. 
They help get across to consumers the idea that 
your store has expert watch facilities and that 
their watch should have a check-up once a year. 
This is the time and place, too, to inform the pub- 
lic that you inspect and repair special-feature 
timepieces, such as chronographs and calendar 
watches, and that your service department uses 
only genuine factory - packaged parts on fine 
jeweled-lever watches. 

4. If you don’t already have it, set up a good 
follow-up system on watches sold or serviced in 
your store. Contact your customers regularly, by 
leaflet, card or phone call, on the subject of a 
watch check-up. 

5. Try to interest the editor of your newspaper 
in doing an article on watch repair during ““Watch 
Inspection Time.” He may even use a photo of 
a window display in your store. Material having 
rich consumer interest on the repair theme will 
be furnished you by The Watchmakers of Switzer- 
land on request. 

Here are reports from three jewelers in differ- 
ent parts of the country, telling how they put some 
of these ideas to work successfully: 

Monroeville, New Jersey—“Using The Watch- 
makers of Switzerland display piece, we set up 
a window of new, modern watches and old watches 
and watch parts. We also included a disassembled 
movement and several other movements out of 
their cases, enabling passers-by to learn about 
the wonderful mechanism inside a jeweled-lever 
watch. Once a customer is drawn inside with 
his watch it is not too difficult for us to sell him 
another with different features from his own.” 

University City, Missouri—“‘We’ve located our 
service department and counter so customers can 
lean over and watch ... with a time-testing ma- 
chine directly on the counter. Every customer 
coming in the store is invited to have his time- 
piece tested. I’ve taken some of the “mystery” 
away from watch repair by educating the con- 
sumer in non-technical terms about quality 
watches and watch repairing. As a result more 
watches and jewelry are sold right at the repair 
counter than any other spot in the store.” 

Amarillo, Texas—“We have our watchmaker 
take a prominent part in sales and waiting on 
prospective watch customers. His technical knowl- 
edge is most beneficial in helping customers select 
watchs for certain uses, and, of course, he can 
answer any question with the authority of an 
expert.” 
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Spirit of America 


recaptured in smart, new links and clips! 








Smart Anson Men’s jewelry emblazoned with 
the cherished symbols of our great traditions. 
Superb artistry, with the vitality of character 
that marks things truly American. 
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The Age of Discovery 


reborn in elegant links and clips! 


New-found inspirations, in patterns harken- 
ing back to the valiant spirit of Columbus and 
his followers. Costly looking as the treasures 
they sought! 
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Jack Snow and the Trading Stamps 


How a Canadian jeweler is meeting 
the challenge of trading stamps 


Early last summer, credit jeweler Jack Snow,. 
operator of 13 jewelry stores in Ottawa, Canada, 
began thinking seriously about the trading stamp 
problem. The stamps were flooding the city of 
Ottawa through food store chains and service 
outlets. 

On October 30th, 1956, Jack Snow began a pro- 
motion which caused stamp distributors to sit 
up and take notice of a new twist — one that 
meant a better deal all around for the general 
public. 

On that date a full-page newspaper advertise- 
ment announced that any and all “Food Store 


blic Announcement! 
ALI FOOD STORE STAMPS 


Mz TTER ¥ WHERE YOU GOT THEM 











Trading Stamps” were good at Jack Snow’s, no 
matter where the consumer got them. One book 
of stamps was good for a $3.00 down payment on 
any article or for $3.00 worth of merchandise. 
Two books were good for a $6.00 down payment 
or $6.00 in merchandise and so on. 

The advertisement pointed out that Jack Snow 
Jewellers offered greater value and greater va- 
riety than did the premium catalogs of the stamp 
distributors. Snow offered friendly credit; he of- 
fered a service guarantee for any item selected. 


In this way, he urged the public to shop immedi- 
PLEASE TURN TO PAGE 199 
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FROM THE ¢ Anson U.S.A. COLLECTION 


Spirit of America 
recaptured in smart, new links and clips! 


Smart Anson Men’s jewelry emblazoned with 
the cherished symbols of our great traditions. 
Superb artistry, with the vitality of character 
that marks things truly American. 








AMERICAN EAGLE 
3 Piece Boxed Gift Set 


$5.00 plus Fed. Tax 


DONT MISS THE BOAT 
sep For Your FREE 


ANSON MERCHANDISING KIT TODAY! 


Contains counter display with 200 All- - . 
American Family Search Entry Blanks | Use 
Three U.S.A. Collection Displays | coupon 
Newspaper Matbook Window _ below. 
Streamer Publicity Release. . 


Gleeson Jewelry Company 
604-606 W. Main Street 
Louisville 2, Kentucky 


| Please send me information concerning the Anson U.S.A. 
| Collection and the All-American Family Search. 


Store Name 





Address... 











Signed: 
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FROM THE Sbusen U.S. A. COLLECTION 


BRIGHT HORIZONS 
povERTISe® 3 Piece Boxed Gift Set 
\ 


LOOK $5.00 plus Fed. Tax 
ESQUIRE 

and othe 

LEADING 


» 4 


Tamisl-maias 
> elelle deals 


7." _> 
OOK C 


JOIN FORCES WITH A “HIT” 
SEND FOR YOUR FR EE 


ANSON MERCHANDISING KIT TODAY! 


tee V4 SH . 4 lon 4/\ 


Amer cCrry Earn arr ar ‘abaa silelal: 
\ - ae 4 ¥ NM . & ¥ 4 | > 


Three U.S.A 


ww ~- ~ 
YVNEWSDAOUDE 


Use 
coupon 


Streamer below 


ined Krulak & Company 
| Denver Theater Bldg. 


Denver 2, Colo. 
CHerry 4-5158 TAbor 5-0716 


Please send me information concerning the Anson U.S.A 
Collection and the All-American Family Search. 

















Valentine Romeos and Juliets They’re New . . . They’re 
have their hearts set on 
products 





Sales rise when Valentine shoppers see famous “‘Ad- 
vertised-in-LIFE” products featured in your store. 


That’s because people respond to great words, 
pictures, and jewelry advertising in LIFE. LIFE pre- 
sells your customers ... by LIFE reaching 3 out of 5 
households in the average community in a 13-week 
period. 





Capitalize on LIFE’s powerful local selling impact 
this Valentine’s Day—and every day. Display the 
*“Advertised-in-LIFE”’ symbol regularly. | 
Gold-plated mortar-and-pestle jewelry by 
a Anson, Inc., 24 Baker St., Providence. De- 


signed to appeal to druggists and men in 
quel 
Aye | App ee es 


pharmaceutical industry. Tie clip and cuff- 
link set retails for $7.50. 

These are some of the best-selling jewelry items 

advertised in LIFE during February 


February 4 


Norcross Greeting Cards—spread, color 

De Beers Diamonds—page, color 

International Silver Company—1847 Rogers Bros. 
Division—page, color 

Swank—page, color 

Sylvania Electric Products, Inc.—Photolamp Division— International Silver Company introduces 
page, color “Springtime”—a new floral design with “hand- 

Webcor Products—page, color cut” look. To reach the consumer in April. 


February 11 52 pieces, including chest, to retail at $99.75. 


IBM—Electric Typewriter Division—page, color 

International Silver Company—Stainless Division— 
page, black and white 

Bell and Howell—!,, page, color 

Shuron Optical Company, Inc.—'4 page, color 

Keepsake Diamond Rings—)4 page, black and white 

Eversharp, Inc.—'4 page, black and white 


February 18 

Argus Cameras and Projectors—page, color 
Artcarved Diamond Rings—}l4 page 
February 25 


International Silver Company—Sterling Division—~ 
page, color 
Webcor Products—!4 page, black and white 














——  —_— 


LIFE is first in weekly circulation— | 7 | 
first in weekly audience The “Ballet A-10,” a new Longines-Witt- 
Audience Source: A Study of the Household nauer “no larger than the tip of a lipstick.” 
Accumulative Audience of LIFE. 18K gold, rimmed with eight diamonds. Two 


, large, round diamonds form sparkling end 
PEOPLE RESPOND TO LIFE pieces. Concealed winding stem. $395 FTI. 
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Yours to Profit By 





From Graff, Washbourne & Dunn, Inc., 158 
West Forest Ave., Englewood, N. J., comes 


this new magnetic memo pad and pencil set. 
In sterling silver and top-grain leather. 5% 
in. x 3% in. Keystone price $12. 





New precision electric “Speedshaver,”’ one 
of the Norelco line made by North American 
Philips Co., Inc., 100 E. 42nd St., N.Y.C. With 
rotary blades that give a gentle touch. The 
Speedshaver retails for $24.95. 





New electric 11% in. frying pan by Hamil- 
ton Beach Co., Racine, Wis. Two cups extra 
capacity. Thermostat control. Light in handle. 
The frying pan retails for $22.95; copper 
cover, $4; chrome cover, $3.50. 
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creates ring blanks 
IN ANY SIZE, 
from fine grain, 
ductile 14K 


GOLD BAR 





ONE OF THESE 





washer 
for ALL TYPE RINGS 
in 250 different sizes 


thicknesses to 3/16” 
(4’2mm.) 


of models . 


accuracy. Ring blanks 
and all colors: yellow, 


manufacture? 








iat 
JOHN C. 
Established 1872 
CEntet #1872 











__ ae? « ~~ — w 
’ 


STAGES 


SAVE YOU A COSTLY 


B® REDUCE YOUR INVENT- 


= A . . ? 
precision blank 
SEAMLESS WEDDING RINGS in thousands 
. or to your design. 


Under NORDT’s new policy of ring blanks made in 
any of 3 stages, your ring manufacturing costs are 
lowered .. . you achieve a new flexibility in styling 
... you need maintain only the smallest stock. 


NORDT’s unvarying quality and precision inspections 
from raw gold melt to finished gold blank (karat 
well above the legal limit) is processed to provide 
maximum workability, sized and shaped to extreme 


tones of any combination. . . azured or tapered. 
We even supply rolled gold bar. 


Why not let NQRDT carry the burden of your ring 
UR PROFIT will be so much greater! 


Coll or write for information. 


NORDT 














MANUFACTURING STEP 








ORY to a MINIMUM 










sized form 


READ Y-TO-FINISH finger 
sizes: 00-15 widths to 18mm. 
wall thickness to 3mm. 













are available in any karat 
white, pink, green and two- 















CO.INC. 


Industrial Village 
CedarGrove, N.J. 


















New diamond 
sales 
champion 


. 


the Gemolite 


TRADEMARK 


SELLS DIAMONDS BY INCREASING... 
customer confidance, customer 
satisfaction, store prestige. 


Show your customer why one diamond is more 
valuable than another. Nothing builds confidence 
faster. The three dimensional view with erect 
image and superb illumination makes it simple 
to show either loose or mounted goods. “A 
Gemolite sale is a closed sale?’ 


Manufactured and sold by 


GEMOLOGICAL INSTITUTE OF AMERICA 
Instrument Division 

11946 SAN VICENTE BOULEVARD 

LOS ANGELES 49, CALIFORNIA 





They're New... . They're 


In their line of emblematic jewelry for men, 
Squire, Inc., offers this tie clasp and cuff-link 
set bearing a Masonic emblem in red stone set- 
ting. Retails at $5 plus tax. Catalog on 
request to Squire, Inc., Taunton, Mass. 








Te Nate. 


17-jewel “hack” watch from Zodiac-Clebar 
Watch Agency, 15 W. 44th St., N.Y.C. Sets 
to exact second. Utra thin. Im stainless steel 
for $60. Also available with silver dial and 
gold filled or 14K gold. 


¢ oS ; Re on 
ss a Ps as 
a PMs tilt ak pan 


“Going Steady” jewelry designed for young 
lovers by Forstner, Inc., Irvington, N. J. Six 
items mounted on double-heart pad are priced 
at $34.50 keystone in sterling silver and at 
$40 in gold-filled. 
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Yours to Profit By 





Two of Elgin’s new diamond watches. The 
watch at left with two diamonds, for $59.50; 
the model: with four stones for $69.50. Each 
has a semi-figured dial and comes in a white 
or natural case with 17-jewel movement. 









4s | . 





“Ebb Tide” costume jewelry by Trifari, 
16 E. 40th St., N.Y.C. Delicate golden fronds 
terminating in a fringe of pearls. Classic 
choker for $7.50; wide bracelet, $7.50 Ea.; 
half-moon-shaped earrings, $5 Pr. 











New saltcellar swans offered by Silvercraft 
Co., Inc., 20 Yeoman St., Boston. Sterling 
wings open and close over crystal body. Di- 
visions for salt and pepper. Cupid-handled 
spoon. Suggested retail price $12 apiece. 
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COUNTS! 


Just as the value of a diamond is measured 
on its points, so you should measure 

the value of a jewelers’ insurance policy on 
its points of coverage. 


The St. Paul Companies’ Jewelers’ Block 
is the single policy that adapts itself to 
the many unique situations of your jewelry 
business. Virtually all risk protection—yet 
requires Oniy one premium. 


When you are covered with the Jewelers’ 
Block Policy you avoid the loopholes 

and overlapping that may occur when you 
carry several policies. 


One policy does it... the St. Paul Companies’ 
Jewelers’ Block Policy. 


SEE YOUR ST. PAUL AGENT OR BROKER 





“INSURANCE 
LAND: sea “Aim 


HOME OFFICE ... 111 W. Fifth Street, St. Paul 2, Minn. 


EASTERN DEPT. NEW ENGLAND DEPT. PACIFIC DEPT. 
90 John Street 10 Post Office Sq. Mills Building 
New York 38, N.Y. Boston 2, Mass. San Francisco 6 




























They're New 


CASH for Your 


Surplus Silver 


We will pay cash for any of your sterling patterns 
—any quantity, large or small — active, inactive, 
obsolete, new or used. 


~ 


Pe Oe ee PP 
LP iY 
i. * S a 


We are particularly interested in buying Gorham, 
Reed & Barton, and Weidlich active, inactive and 
obsolete flatware, either new or used. 


* 
+ FF 


Lets 
eerie 
Pete 


Send shipment for immediate offer. Our check 
covering payment in full mailed same day. Silver 
will be held intact awaiting your acceptance or 
rejection. 


c 
A MM PF Oe 


ree ae ® | 


a | 
ius 


é 

‘ || 2. Q 
,< me ee ‘7? eR MM 
PES PLM OF OS IS OS A PS PS 


We are also interested in cooperating with jewel- € ‘ 
ers who receive calls for older sterling patterns that This nan Sanered lighter by Ronson s 
are no longer available. called the “Sport.” Bright woven mesh finish. 


Ruggedly built. Gift packaged. Attractive 
Reference: Jeweler’s Board of Trade or also for ladies. Retails for $6.95. Other mod- 


els priced from $5.50. 
Dun and Bradstreet 


Julius Goodman 
& Son 
Memphis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS. TENNESSEE 























Hamilton’s feminine diamond - encrusted 
. “Galaxy F.” The face is framed by diamonds. 
Shooting for Four diamonds set in quatre-foil pattern for 


end ornaments with ribbon like bands of dia- 


a BASKETBALL CHARM monds on each side. 14K white gold. $375 FTI. 


ry Fisher 


Get team orders for charms through our experienced service. 
Basketball is the sport with teams everywhere. The Fisher line, 
in Gold Filled, Sterling or Karat Gold is a money maker for 
retail jewelers. Orders for special engraving can be handled 
easily. Through wholesalers. Catalog available. 


J. M. FISHER COMPANY, Attleboro, Mass. 


Cuff Links 


: : RS : ‘ ; ° 
with raised, hard ——— Pn Soe RCA Victor’s transistor radio, the “Win- 
letters / ao 


some,” is available in turquoise, antique white 
and two-tone gray. 35/16 in. high; 5% in. 
' wide; 1% in. deep. Audio switching jack per- 
ie Slide s ° 

mits use of earphone. $39.95 retail. 
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Yours to Profit By 





i. 45 
“World-Wide” watch of Le Coultre, 580 
Fifth Ave., N. Y. C. Rotate bezel so that 
“your” city is opposite hour hand and other 


; \eber y ; 
es / 
NC 35 95 , 
BR vy 
world cities are in correct hourly relationship. 


For $99.50. In 14K gold, for $150. — ae a ee ee ee ee 7 


mush Full information, catalog, wholesale price list 4 
and illustrated booklet. 


CLEBAR WATCH AGENCY:15 W. 44th St., N.Y. 36 i 


City State— ; 
SS. Ee ee 











Graceful curves and ornate design feature 
this matching ensemble of bracelet, earrings 
and ring in palladium. From Spinl Manufac- ae 
turing Jeweler, 27 Eldridge Street, New York 
City. The set unmounted retails for $570. 


ancl CROWN 
. TAGS 7 


ease Mane 


PERFORMANCE 
_. WITHOUT EQUAL 
SINCE 1907 


The “Dunhill,” one of Jacoby-Bender’s new 
1957 watch bands for men, has carved ends 
with complementing center expansion. In yel- . 
low gold filled with straight/or curved ends. mfd.by ARCH CROWN TAGS, INC. 
The Dunhill retails for $9.95 FTI. 


277 Halsey St. Newark 2. WN 
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St. Joseph of Copertino 
F lying Medallion 


designed by 


C. Paul Jennewein 


This medallion, not limited to a single creed, and made 
famous during World War II as a special guardian of air 
travelers, is available again for the first time since 1946. 
Comes in dime, quarter and dollar sizes in bronze, sterling 
silver, gold plate and 14Kt. gold. 

S.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
golc Horseshoe key chains. 

S.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Clips. 


@ Write for price list @ 


AIRBORNE MEDALLION CO. 


153 East 70th St. New York 21, N. Y. BU. 8-2718 











. Exclusive 
HEART O’ DIAMONDS 
Bridal Sets . . . the most 
spectacular sale-success 
of the year! See them 
at your wholesaler today! 


“PAT. PENDING 


Coidstein-Gerson vot oP ial om 


4130 WEST 46th ST. NEW YORK 36, N. Y. 





Theyre New... They're 











From Winton Watch Co., 64 W. 48th St., 
N.Y.C., comes this new Marc-Nicolet ‘“Vicoun- 
tess,” a gold-filled, open-faced sport watch. 
17 jewels gold markers. Simple design and 
black dial add elegance. Retails for $79.50. 


This is a new sconce clock by Syracuse 
Ornamental Co., Ine., Syracuse, N. Y., with 
deep-carved interlaced traditional pattern of 
“Syrocowood.” 22 in. high, 16 in. wide. For 
living room or foyer. Retails at about $40. 


Hand-chased, silver-plated tea service by 
Poole Silver Company, Taunton, Mass. 26 in. 
tray, 10-cup tea pot, 10-cup coffee pot, sugar 
and creamer retail as set for $250. The waste 
is sold as an extra piece for $24.50. 
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é 





Bi. : ee 

This is Flex-Let’s new “Beau Jaguar,” a 
Size-O-Matic watch band in stainless steel. 
Thin as a leather strap. Torsion-spring con- 
struction. Fits every wrist size and every 
watch end. Retails for $7.50 (no tax). 





Hand-carved Barel bridal wedding-ring set 
features two rows of bright ruffled designs 
with raised center band and matching beaded 
edges. In yellow or white 14K gold. By Bridal 
Ring Co., 87 Nassau Street, N. Y. C. 





The “Chairman,” a new travel-type man’s 
jewel case, has drop lid compartment and 
space for three pairs links and electric shaver. 
Black with red velvet lining, or brown with 
natural lining. By Babcock, 16 E. 50th St., 
N. Y. C. $5. 
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NURSE'S RINGS 


A New Profit-Maker for You! 





IS THERE 
A HOSPITAL 
IN YOUR CITY? 


Fvery Nurse that graduates 
from the Hospitals in your 
city can mean a profitable 
sale to you! Our beautiful 
10K solid gold Rings—created 
particularly for Nurses—are 
priced for Volume Sales to 
Nurses. 


' 
r 


= 





Nurses want these rings! Just let them know you have 
them and your store will be HEADQUARTERS FOR 
NURSES RINGS. Sales will come to you month after 
month . .. from each new class of Nurses in your city. 


ORDER ONE RING OR A DOZEN! 


No die charge for orders of 12 or more. Only a small 
charge of $23 for the first die in smaller quantities . . . 
and from then on, you order one or a hundred without 


extra cost! 
ATTENTION JEWELERS EVERYWHERE 
CATALOG of 68 New England College Rings 
now available. Write for yours. Dept. J 257 








Send for special High School Ring booklet, 
selling information and price list. 


Also available—14K Cold College Seal Charms 







COLLEGE SEAL & CREST. COMPANY 



































STYLED BY 


4 ‘e 200 (fe wel yl az, 00. 


INIPER S TRE 


SALES OFFICES: 

MR. GEORGE KRAMER MR. HARRY Z.KURS MR. JAY RAICH 
580 Fifth Avenue 55 E. Washington St. 448 S. Hill St. 

New York, N.Y. Chicago, Ill. Los Angeles, Calif. 
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d WANTED 
‘Y, 
for PROFIT 
! ASSISTANT MANAGER 


for our Watch and Jewelry Department 
with knowledge of catalog-compilation 


PERMANENT POSITION 
All correspondence will be held 


strictly confidential 


An ultra-smart beautifully fashioned new bellringer for ; 
those expensive diamonds. This exquisitely designed case Address replies fo 
is beautiful, but practical, a ‘sheer work of art. It will 


display and package your rings to the highest possible ALFRED J . KROWER 


advantage. Available in all Pearlescent colors, with blue, 


— white and red “Petal” velvet pads. Individually LF ON ARD KROWER 2 SON, IN C. 


No. 275 (Joyce) Per dozen $9.00 


Sold Exclusively Through Wholesalers. Ask for Our Descriptive 
Catalog fer Additional Styles. 


ROCKET JEWELRY BOX, INC. P. 0. Box 330, New Orleans 9, Louisiana 


125-129 East 144 St., New York 51, N. Y. 


i MIKIMOTO 


TURNOVER 


Wholesale Jewelers 





























SILVERSMITHS 
POLISH 


Your customers recognize that 
the name Gorham means “quality” 
in silverware. Capitalize on it by 

a displaying Gorham Silversmiths 
* =. Polish that moves into customers’ 
i forham rE ee as fast as it gives a 
i Starlight gleam to their silverware. 

SILVERSMITHS | 


: (16 OZ. BOTTLE) 
POLISH >] -0 RETAIL 


4 doz. (minimum order) 
$6.50 doz. delivered 
6 doz.-10 doz. $5.00 doz. 
f.o.b. Providence 
12 doz. or over $4.50 doz. 
f.o.b. Providence 


SAMPLE SIZE GIVEAWAYS 








Made By the — 4 ” ‘ ) , 
Makers of Famous 1 oz. sample tubes with tah to imprint e r 4 * ’ 4 bh 
Se ee aE MIKEIMOTO & CO EN” 
7 ; %, ’ of ‘ + me a e ® o> ‘ & rs ~ ) J 
T HE G O RHAM C O M P ANY : JUDSON 6 G69N2-3 
PeOov teen c e ae ae | 
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WHITE and COLORLESS STONES (conclusion) 

less character of the rock crystal chunks is readily 
apparent, and one usually needs no test. The 
writer recalls a recent sale at one of the largest 
New York auction galleries of a number of clear 
Chinese figurines that were catalogued as crystal. 
One was clear and colorless, but two, by compari- 
son, had a distinct yellow cast. They had no 
bubbles (which are common in glass) but didn’t 
look right. One could tell by a touch if they were 
crystallized material, once they were removed 
from the case. (The coolness of quartz is not 
entirely an “old wives’ tale,”’ the crystalline char- 
acter of rock crystal transmits heat away from 
the hand faster than the amorphous glass can, so 
there is some sense to the traditional touching of 
a stone to the lips or eyelids to feel its coolness. 
Not much, however, since very few imitation 
stones in better quality jewelry are glass these 
days and the synthetics are every bit as crys- 
talline as the natural stones.) In the case of the 
auction sale carvings, before the case was opened, 
the writer had a very amusing academic discus- 
sion about them with another expert (who really 
does know quartz for he has spent his life in the 
cutting of it for radio oscillators) and it was not 
until they were actually in hand that agreement 
was promptly reached that they were indeed the 
glass their color hinted. 

Normally one need not make any test for rock 
crystal, other than one for double refraction. 
White sapphire, white topaz and white bery] all 
show double refraction too, but will seldom be 
used while quartz is so abundant. All are harder 
than quartz as well (but our demon friend with 
his file would be frustrated here for they are all 
so much harder than glass that even he wouldn’t 
know the difference.) If Polaroid is not available 
(what a pity 3-D movies collapsed!) one can use 
the test described many months ago in an article 
on double refraction. This was the apparent 
doubling of spots viewed through a ball of genuine 
crystal, or the double lines of window edges when 
they are seen through a piece of polished crystal 
held close to. the eye. Inclusions of rutile and 
tourmaline are a sure sign, for they are not imi- 
tated at all and it is easier to use the real thing 
than it would be to try to make a copy. The 
Chinese snuff bottles with internally painted pic- 
tures are usually glass; those of rock crystal are 
likely to show the usual threads and wisps of 
erystal flaws, quite distinct from the scattered 
round bubbles one sees in glass. At the base one 
can usually make the double refraction check, 
but the quality of the painting can be a guide. 
The poor ones will certainly be glass, the better 
ones may be rock crystal and may be glass. 

Next month we shall discuss the black stones 
and stones which are predominantly black, and 
then we shall have concluded our baroque series. 
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RUNNING A : 
SUCCESSFUL | 
SALE 

IS AN ART 











By Manny 
Silverman 


WHAT IS A “SUPERVISED” 


AUCTION SALE? 


| HAVE BEEN ASKED TO DEFINE 
OUR TYPE OF AUCTION SALE 
WHICH WE WILL CALL A 
SUPERVISED AUCTION SALE. 


Supervised Auction means—A _ controlled and 
planned operation by a Silverman Sales Supervisor, 
for the benefit of the storekeeper! Our commission 
is the same as others of note; but we control the 
auctioneers, to sell for the benefit of the storekeeper. 


We recently were forced to disassociate ourselves 
with a very capable auction team because their 
methods were detrimental to the interest of our 
client, The Jeweler. 


We now have 3 teams of auctioneers who are 
recognized as the best in the auction field. They 
conduct an auction our way, which is for best in- 
terests of the jeweler. 


A prime example of our auction methods is the 
sale we recently conducted for Thrusher Jewelers in 
Middletown, Ohio. Mr. Thrusher stated. ''l certainly 
was thankful that | had the forethought to employ 
you to control these high powered auctioneers. Your 
supervisor was at them constantly to act in accord- 
ance with my interests. | certainly could never have 
been able to do this myself. Have any interested 
jeweler contact me, | can certainly save them worry, 
aggravation and loss by telling them of my ex- 
perience. 


Remember—It costs you no more to employ us to 
run your auction sale our way . . . The Supervised 
Way! Supervised for your benefit. . . 


WRITE! WIRE! CALL! 
SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue — New York, N. Y. 
Tel. Plaza 7-4693 


































for PROFIT 


An ultra-smart beautifully fashioned new bellringer for 
those expensive diamonds. This exquisitely designed case 
is beautiful, but practical, a ‘sheer work of art. It will 
display and package your rings to the highest possible 
advantage. Available in al! Pearlescent colors, with blue, 
turquoise, white and red “Petal” velvet pads. Individually 
packed. 

No. 275 (Joyce) Per dozen $9.00 


Sold Exclusively Through Wholesaciers. Ask for Our Descriptive 
Catalog for Additional Styles. 


ROCKET JEWELRY BOX, INC. 


125-129 East 144 St.,. New York 51, N. Y. 








WANTED 
ASSISTANT MANAGER 


for our Watch and Jewelry Department 
with knowledge of catalog-compilation 


PERMANENT POSITION 
All correspondence will be held 


strictly confidential 


Address replies to 
ALFRED J. KROWER 


LEONARD KROWER & SON, INC. 


Wholesale Jewelers 


P. 0. Box 330, New Orleans 9, Louisiana 
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TURNOVER 


foam, 


SILVERSMITHS 
POLISH 


Your customers recognize that 
the name Gorham means “quality” 
in silverware. Capitalize on it by 

a displaying Gorham Silversmiths 

g : Polish that moves into customers’ 

forham ee homes almost as fast as it gives a 

ae starlight gleam to their silverware. 
SILVERSMITHS | 


POLISH 4 $] 0 (16 OZ. BOTTLE) 


PROFITS 


RETAIL 


4 doz. (minimum order) 
$6.50 doz. delivered 
6 doz.- 10 doz. $5.00 doz. 
f.o.b. Providence 
12 doz. or over $4.50 doz. 
f.o.b. Providence 


SAMPLE SIZE lacs devilin 


— THS 
OLISH 





Made By the 
Makers of Famous 1 oz. sample tubes with tab “ imprint 
locally. $4.95 per 100 f.o.b. Providence. 
Wonderful traffic builders. 


Gorham Silver 


THE GORHAM COMPANY 
PRewtewenmece Ss, RR. 1 











MIKIMOTO 


K. MIKIMOTO & CO. LTD. 
ye ee Cita eS es ee ee bees | ee ee 
 JUDSON 6 6992-23 
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WHITE and COLORLESS STONES (conclusion) 

less character of the rock crystal chunks is readily 
apparent, and one usually needs no test. The 
writer recalls a recent sale at one of the largest 
New York auction galleries of a number of clear 
Chinese figurines that were catalogued as crystal. 
One was clear and colorless, but two, by compari- 
son, had a distinct yellow cast. They had no 
bubbles (which are common in glass) but didn’t 
look right. One could tell by a touch if they were 
crystallized material, once they were removed 
from the case. (The coolness of quartz is not 
entirely an “old wives’ tale,’ the crystalline char- 
acter of rock crystal transmits heat away from 
the hand faster than the amorphous glass can, so 
there is some sense to the traditional touching of 
a stone to the lips or eyelids to feel its coolness. 
Not much, however, since very few imitation 
stones in better quality jewelry are glass these 
days and the synthetics are every bit as crys- 
talline as the natural stones.) In the case of the 
auction sale carvings, before the case was opened, 
the writer had a very amusing academic discus- 
sion about them with another expert (who really 
does know quartz for he has spent his life in the 
cutting of it for radio oscillators) and it was not 
until they were actually in hand that agreement 
was promptly reached that they were indeed the 
glass their color hinted. 

Normally one need not make any test. for rock 
crystal, other than one for double refraction. 
White sapphire, white topaz and white bery] all 
show double refraction too, but will seldom be 
used while quartz is so abundant. All are harder 
than quartz as well (but our demon friend with 
his file would be frustrated here for they are all 
so much harder than glass that even he wouldn’t 
know the difference.) If Polaroid is not available 
(what a pity 3-D movies collapsed!) one can use 
the test described many months ago in an article 
on double refraction. This was the apparent 
doubling of spots viewed through a ball of genuine 
crystal, or the double lines of window edges when 
they are seen through a piece of polished crystal 
held close to. the eye. Inclusions of rutile and 
tourmaline are a sure sign, for they are not imi- 
tated at all and it is easier to use the real thing 
than it would be to try to make a copy. The 
Chinese snuff bottles with internally painted pic- 
tures are usually glass; those of rock crystal are 
likely to show the usual threads and wisps of 
crystal flaws, quite distinct from the scattered 
round bubbles one sees in glass. At the base one 
can usually make the double refraction check, 
but the quality of the painting can be a guide. 
The poor ones will certainly be glass, the better 
ones may be rock crystal and may be glass. 

Next month we shall discuss the black stones 
and stones which are predominantly black, and 
then we shall have concluded our baroque series. 
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RUNNING A al 
SUCCESSFUL | 
SALE 


By Manny 
Silverman 


WHAT IS A “SUPERVISED” 
AUCTION SALE? 


| HAVE BEEN ASKED TO DEFINE 
OUR TYPE OF AUCTION SALE 
WHICH WE WILL CALLA 
SUPERVISED AUCTION SALE. 


Supervised Auction means—A_ controlled and 
planned operation by a Silverman Sales Supervisor, 
for the benefit of the storekeeper! Our commission 
is the same as others of note; but we control the 
auctioneers, to sell for the benefit of the storekeeper. 


We recently were forced to disassociate ourselves 
with a very capable auction team because their 
methods were detrimental to the interest of our 
client, The Jeweler. 


We now have 3 teams of auctioneers who are 
recognized as the best in the auction field. They 
conduct an auction our way, which is for best in- 
terests of the jeweler. 


A prime example of our auction methods is the 
sale we recently conducted for Thrusher Jewelers in 
Middletown, Ohio. Mr. Thrusher stated. “'l certainly 
was thankful that | had the forethought to employ 
you to control these high powered auctioneers. Your 
supervisor was at them constantly to act in accord- 
ance with my interests. | certainly could never have 
been able to do this myself. Have any interested 
jeweler contact me, | can certainly save them worry, 
aggravation and loss by telling them of my ex- 
perience. | 


Remember—lI+ costs you no more to employ us to 
run your auction sale our way . . . The Supervised 
Way! Supervised for your benefit. . . 


WRITE! WIRE! CALL! 
SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue — New York, N. Y. 
Tel. Plaza 7-4693 
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shaver—The world’s greatest — the famous utility shaver at a new low price! 


shaver—25% faster—the new 1957 This amazing shaver works on batteries or plugs into 
car lighter, comes in a new plaid wallet. Now only 


Norelco Speedsh ith -plus. 
orelco speedshaver with power-plus $24.95 retail. Model SC7777 


The same distinctive design, tested 
Rotary Action, gentle touch, that have 
made the name Norelco synonymous 
with precision shaving the world over HERE’S WHAT NORELCO WILL DO 


—but with extra power, to achieve 

Magazine advertisements—opening with Look 
spread on sale February 19, followed by full pages 
and spreads in Life, Look, American Legion, Time, 
and Saturday Evening Post. 


more efficiency, at the same price! 
Dollar for dollar, this is the biggest 
bargain in electric shaving history. . . 
added incentive to make 1957 your 
biggest Norelco year yet. $24.95 Big national radio campaign—will reach mil- 
retail. Model SC7830. AC/DC lions of new prospects for Norelco. 

Spectacular point-of-sale aids—window dis- 


plays, hard-selling counter cards and other sales 
help to work for you! 
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ORCL OLS 
a 4-alarm fire... 
with the fastest ““Speedshaver’’ ever! 





Norelco’s new line of Rotary electric shavers is the hottest news 
in the business for 1957. The outstanding shaver with world-tested 
Rotary Blades now adds power-plus performance! 
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% New Noreico Debutante ~ New Lady Noreico—(Qveen of 


—new, popular-priced grooming aid for the girls. 
Dusts off unwanted hair as gently as a powder puff. 
With new super-speed motor. Retails at only $17.50. 
A real sales booster. Model SC7780. AC/DC 


all ladies’ electric razors, the ultimate in feminine 
grooming. Delicately colored in Nassau pink, this 
faster-than-ever twin-header rings up bigger-and- 
better sales. $24.95 retail. Model SC7784. AC/DC 





TO HELP FIRE UP YOUR SALES! “exes | ORDER NOW... 
STOCK UP... 
TIE IN... 


NORELCO 


Precision Rotary Electric Shavers 





Free advertising service—featuring a com- 
plete mat program, television commercials and radio 
scripts; yours for the asking under our 50/50 co- 
operative advertising plan. 


It means that Norelco, with its new, improved shaver 
line, is going all-out in 1957 to help you move to 
greater sales heights than ever before. It means 
that Norelco, with your help, can establish new 
sales records in an evergrowing field. It means more NORTH AMERICAN PHILIPS COMPANY, INC. 


money in your cash register! 100 E. 42nd Street, New York 17, New York 
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An old-fashioned store in which clock-and-watch repairing 
accounts for fifty per cent of the business. 


“T have something they can’t cut the price on—my 26 years of honest 
service.” Mr. MacInnis is assisted in his store by his son Donald. 
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IT’S GOOD BUSINESS FOR ME 
























to keep my OLD-FASHIONED FRONT 


This is a direct quote from jeweler John MacInnis. He knows 
the rule today is remodel. But he declares every rule is made 
to be broken .. . and he is breaking this one. 


Mr. MacInnis has an unusual location and an unusual clien- 
tele. He is situated on Martha’s Vineyard, an island one hour’s 
ferry ride from Cape Cod, Massachusetts. 

There are some 6000 inhabitants—“conservative people and 
suspicious of too much change.”’ Mr. MacInnis knows most of 
them by their first names and has served some of their fam- 
ilies for three generations. 

Cut-rate competition was springing up all about him—drug 
stores, supermarkets, variety stores—and at first he thought 
he might have to cut prices himself and put up a new front. 
But he decided against this and took an unorthodox approach 
to the problem. Instead of glitter and fancy fixtures he gam- 
bled on his repair business. 

Every family on the island doesn’t own a car, but few are 
without a boat—“and I don’t have to tell you what salt spray 
can do to a watch.” 

His customers bring their watches in for service regularly 
twice a year—just to make sure. Accurate time is a necessity 
to many of them, especially the commercial fishermen who 
follow the ocean tides. 

Martha’s Vineyard is a thriving summer resort, and from 
June to August the population zooms from six to forty-five 
thousand. Mr. MacInnis’ repair business zooms with it. 
“Sand and watches don’t mix too well,” he says, “and I have 
a peak load of repair work during the months when vacation- 
ists spend most of the day on the beaches.” 

By plugging this side of his business, he is not only meeting 
competition—he’s beating it. 

In his old-fashioned store with its old-fashioned front. 


by Harold B. Jacobson 
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horeline 


“ONEIDACRAFT 


PREMIER” SGiaATtNLE SS 


A simple swirl of luxury with a 
shimmering satin finish . . . exciting 
beginning for a new line of finest, 
heavyweight stainless by the famed 
makers of Community* Silverplate 
and Heirloom* Sterling. 


mEIDACRg, 


S UMD 
®Tainves* 


Look for this seal of quality. 


Shoreline*— available through authorized 


distributors—only $7.95 





for a 6-pc. place setting. 


“Created in the Design Studios of 
pets NEIDA LTD. SILVERSMITHS 


Onei ds: New York 
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Right—Two new vases in Orrefors crystal 
from Sweden designed by Sven Palmquist; 
61% in. and 9%% in. in height, they are 

decorated with engravings. Imported by 


Fisher, Bruce & Co., of Philadelphia. 





Far Right—Three-light candle holder in 
hand-hammered brass from Germany comes 
equipped with ball-shaped, pale orange 
candles; it may be retailed at $19.50. 
From D. Stanley Corcoran, Inc., N. Y. C. 





Right—On new line of ovenproof “Care- 
free” china, the “Finesse” design, with 
turquoise flowers, brown, turquoise, gray 
leaves; 5-pc. setting is $7.95 retail. 

By Syracuse China, of Syracuse, N. Y. 


Far Right—Fashioned in deep green and 
crystal cased glass, richly-cut decanter 
is part of a series imported from West 
Germany; it may be retailed for $10. 


From Ebeling & Reuss Co., Philadelphia. 












Right—* Devonshire” pattern in bone 
china has enamelled country flowers with 
golden foliage, tiny gold scrolls on the 
edge; 5-pc. setting may retail at $27.50. 
From Royal Crown Derby, Inc., New York. 










Far Right—New design with exotic Persian 
feeling—“Blue Doves,” pale blue birds 
circled with green branches, pastel flowers; 
16-pe. starter set, $16.95 retail. 

By Iroquois China Co., of Syracuse, N. Y. 
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how does a retailer explain 
‘quality in sterling silver holloware? 


by HARVEY UNGERMAN 


Manager, Silver Department, MERMOD-JACCARD-KING JEWELRY CO., St. Louis, Missouri 


CO ee 


““( \UALITY” is an elusive word in selling sterling silver 
holloware. 


Recently, I overheard a conversation in my own stcre 
which made me realize what an intricate and puzzling 
proposition it is to explain the difference in “quality” 
between so many sterling silver items that look the 
same to the inexperienced eye—but differ greatly in 
price and workmanship. 


A customer and one of my salesmen were discussing 
three trays made by three different manufacturers. 
The prices varied from $55 to $100, yet all three trays 
seemed very similar in appearance. 


The salesman’s explanation that the more expensive 
tray was finer “quality” just wasn’t convincing. The 
customer wanted to know why and my salesman just 
didn’t have enough background knowledge about how 
fine holloware is made to tell her. 


I decided then.and there to try and work out some kind 
of formula to serve as a guide for all my salespeople 
when confronted with this problem of elaborating on 


* ae va a 


the quality of any given piece of sterling holloware. 


This is not an easy thing to do, because the ultimate 
determination of quality depends upon so many indi- 
vidual factors, such as: (1) design; (2) structure; 
(3) ornamentation; (4) refinements; (5) weight; (6) 
finish; and (7) the manufacturer. 


(1) Design. Possibly the most appealing attribute of a 
beautiful (and usually, an expensive) piece of silver 
is the design itself. A good design is the product of a 
skilled artist and is made up of a knowledge of form, 
proportion, balance, decoration and the inherent 
qualities of the metal itself (such as its malleability 
and reflective qualities). A manufacturer can com- 
promise on any or all of these principles to produce a 
piece of holloware to sell for a low price—but the 
quality of the piece produced will suffer as a result. 


For example, maintaining the proper relationship 
between the handles and spouts of coffee and tea pots 
is a design feature to watch. Adapting some already in 
existence or using the same ones on both coffee and 
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tea pot of a set may save cost but the piece will lack in 
beauty and may not pour properly. 


(2) Structure. The big danger in buying a lower priced 
item is the actual structure of the piece. Is the metal 
distributed properly to provide strength where it is 
needed? An inexpensive tray or large platter, if not 
constructed with great care, may eventually buckle 
under pressure or become unsteady on the table after 
several years’ use. On a fine piece of holloware, on the 
other hand, large flat surfaces have been hand-ham- 
mered, or planished, to remove waviness, insure a hard 
and lasting surface and distribute the metal evenly. 


Consider the edge of a piece of holloware. Is it mounted 
with a reinforcing border? Or, is it finished with a 
knurled border? If the border is knurled, check to see 
if the knurling was carefully and properly done to give 
the border necessary added strength. In cases in which 
the design dictates that the edge of the piece be un- 
mounted, the metal should be sufficiently thick at the 
edge to assure strength. 


Structural short-cuts save cost, but the purchaser may 
regret them later. 


(3) Ornamentation. For the customer who can afford 
to spend any amount of money for sterling, there is 
no substitute for fine hand-crafted, hand-decorated 
holloware. The difference between hand craftsmanship 
and a piece decorated by dies can be compared to an 
original piece of sculpture done by the artist himself 
and a good reproduction. Notice I say a good repro- 
duction. There is some very fine tool-made holloware 
on the market. It is the result of careful tooling, the 
tools being made by skilled craftsmen. 


It takes an experienced sales person to spot those 
pieces that are made right and those which aren’t. The 
important factors that make the difference are the 
detail of the ornament, the “cleanness” of the design 
(obvious distortions on the surface around the orna- 
ment are an indication of poor quality) and, in the 
case of a knurled border, whether the design is properly 
matched. On a piece with a good knurled edge it is 
almost impossible to tell where the embossing begins 
and ends. 


To illustrate this point about ornamentation, I would 
like to point to the Gorham line of Chantilly and 
Duchess Chantilly holloware. Many sterling silver 
experts consider the hand-crafted Chantilly pieces 
some of the best examples of fine hand chasing being 
made today. There is no question about it, each piece 
in the Chantilly line is exquisite. Yet, because of the 
hand work that goes into these pieces, Gorham must 
naturally ask a very high price for them. 


In order to bring the Chantilly design down to a more 
popular level, Gorham perfected the Duchess Chantilly 
line. For the customer who loves the design but 
who cannot afford the hand-chased pieces, Duchess 
Chantilly is a perfect compromise. Gorham took great 
pains to develop this great design for machine repro- 
duction. The steel dies from which Duchess Chantilly 
pieces are made were all carefully tooled by hand. In 
essence, the decoration is hand chased into the hard 
steel die so that it can be faithfully copied. I think 
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Duchess Chantilly is one of the finest examples of 
machine-embossed holloware on the market. 


(4) Refinements. Little refinements make a big differ- 
ence when considering the quality of a fine piece of 
silverware.- If mounted with a cast border, is the 
border chased, clean and crisp, or is it merely “colored” 
as it comes from the mold? If gadroon, is it notched, 
or just ground off smooth at the edge? Is the “flash” 
left by molds or dies carefully trimmed off? How well 
is the refuse solder removed? Do hinges fit well so as 
to be firm, yet work easily? Are seams carefully plan- 
ished so as to be practically invisible? It is these little 
“tell tale” refinements that speak volumes about the 
general care and integrity that went into the piece. 


(5) Weight. Weight is important—but it is not b the 
ultimate criterion in determining quality. 


How the weight is distributed is the most important 
factor. For instance, in bowls and plates without 
decorated edges, distributing the weight where it’s 
needed for strength, at a rim, is a costly operation. 
When a manufacturer is making a bowl or plate to sell 
for a cheap price, he often skimps on this important 
detail. Many inexpensive bowls and plates are amaz- 
ingly flimsy in this vital area. 


(6) Finishing. Finish means much more than the final 
‘color’, whether it be bright, butler or grey. The final 
color is important to your customer at first, but as 
time adds its priceless “‘patina’’ to a piece, eventually 
all “‘colors” become the same. The important thing 
then becomes the surface under the color. Quality 
manufacturers spend a great deal of time (and cost) in 
properly preparing the surface before the final coloring. 
All tool marks, imperfections and blemishes in the 
metal are carefully removed through various cut down 
and preparatory operations. It is much like the care a 
fine eabinet maker uses in rubbing down wood before 
finishing. It is all added cost, not readily apparent 
when a new piece is polished and glistening, but a 
lasting, built-in quality important for later years. 


(7) Manufacturer. You will notice that I mentioned 
pieces made by Gorham in several instances, to iilus- 
trate certain quality points. I did so purposely, because 
I know that Gorham, as one of America’s oldest and 
largest silversmiths, places great emphasis on the 
details of craftsmanship that add up to quality in 
holloware. In my opinion, the Gorham label on the 
back of any piece of holloware is an assurance of 
quality. It’s a sure way for your salespeople to know 
that the piece they’re selling is well made and will 
stand up properly through years and years of use. 


Comparing manufacturers of sterling silver is like 
comparing the work of two different artists, both using 
the same paints and the same type of brushes and 
canvas. The one with the most talent can produce the 
most beautiful painting. Silversmithing is an art, and 
like painting, it takes talent and training to produce 
truly fine pieces of silver. 


What’s in a brand name? Plenty when you're judging the 
quality of sterling silver holloware. Learn to look for 
brand names—and learn to point them out to your cus- 
tomers. They will help you make an easier, quicker sale! 
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Year soundl nsven FOR 


The appeal of sterling on crystal displayed in your 
store makes it a traffic stopper in any season. And the 
appealing price of Silver City glass means a potential sale 
to every customer, as a low budget gift or complement 
to silverware and china. 


Write for catalogs of mony styles and patterns of 
sterling silver or 22 carat gold on crystal. 


SILVER CITY GLASS CO., INC., MERIDEN, 
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Right—“Bridal Bouquet” is new pattern 
in Arzberg china, a delicate flower ar- 
rangement in pastel pink, blue, yellow, 
orchid; 5-pc. setting $11.95 retail. 


From H. E. Lauffer & Co.. Inc., New York. 


Far Right—New in china dinnerware, the 
“Lavalliere” pattern, a border of pink 
and turquoise medallions with gold trim: 
5-pe. setting may retail for $24.75. 

By Castleton China, Inc., New Castle, Pa. 


Right—New “Summer Song” pattern on 
bone china has casual arrangement of 
flowers and twigs in gray, rose-coral, 
turquoise; 5-pc. setting, $19.25 retail. 


From Doulton & Co., Inc., of New York. 


Far Right—Three shapes in clear crystal 
bowls mounted on ebony-finished bases 
include salad size (left), flared, and 
floating bowl; each retails for $10. 


By Fostoria Glass Co., Moundsville, W. Va. 


Right—*“Greenwoocd” bone china pattern 
has yellow rose center with Chinese 

green, peach or ash gray rim in inlaid 
process; 5-pe. setting, $24.50 retail. 

From Josiah Wedgwood & Sons, Inc., N. Y. 


Far Right—‘Victoria” pattern in Spode Im- 
perial earthenware has fruit center and 
delicately-drawn border in subtle grays; 
o-pe. setting, $7.55 retail. Stocked by 


Copeland & Thompson, Inc., of New York. 


(CONCLUDED FROM PAGE 141) 
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BY ONEIDA LTD. SILVERSMITHS 


For a limited time only... 


Complete 52-piece Service for 8 


Regular price 


NOW ONLY 8 knives (forged, serrated 
blades), 8 forks, 16 tea- 


” spoons, 8 salad forks, 8 soup 
| hy & 35% spoons, | tablespoon, 1 
ern sugar spoon, | butter knife, 
| : ] pierced serving spoon... 


complete with choice of 
A SAVING OF $2.00 lovely blonde or mahogany- 
finish chest! 


Deluxe 71-piece Service for 8 


Value > 


NOW ONLY 


All of the pieces in the 52-piece service 
plus 8 butter spreaders, | cold meat fork, 
| gravy ladle, 1 pierced dessert server, 
and choice of 8 iced-drink spoons or 8 
oyster forks...in a beautifully lined 
blonde or mahogany-finish deluxe 


drawer chest! 
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ROLLS BACK PRICES! 


most spectacular silver values in five years... 
full profut for you! 
...on the two most popular services 


Ricut NOW you get what we believe is the greatest full-profit price 
reduction ever offered on this quality of silverplate. Two family-size 
chests, packed with quality tableware, at prices that will keep your 


sales clerks hopping! 


Full-profit, Direct Distribution 


No shared profit on this offer...we ship direct to you at your regu- 


lar discount rate. 


Nationally Advertised 


Millions of your customers will see these spectacular offers in the 


pages of Look magazine. 


Point-of-Sale Materials to help you sell. 


Free counter or window display, window banner, circulars, news- 


paper mats and radio script. 


Three favorite patterns 





From the Design Studios 


, S 8 : i of Oneida Ltd. Silversmiths 
| © O | All top quality, with 


ie ~~, 


lat O re I; R S Sead 


SILVERPLATE 
“ae 
ONEIDA LTD. 






forged serrated knives. 



















SILVERS MITHS 











Enchantment — traditional| 


— Ld 
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See it at all shows 


Presenting 


BEAU MING 




















enchantingly original, with a touch 


of the orient in an entirely new 


line of hostess accessories Pete 


created by 





BUEHNER-WANNER, INC.., 66 Fort Point Street, East Norwalk, Conn. 


Breslaver-Underberg Inc. Bolender and Company The Grant-Jacoby Co. Miller Bros. Limited Harlan P. Saubert Ralph Higgins Taylor 
225 Fifth Avenue 1551 Merchandise Mart 527 West Seventh St. 32 Front Street West 9809 Angora 2320 North 55 Street 
New York 10, New York Chicago 54, Illinois Los Angeles 14, Cal. Toronto 1, Canada Dallas, Texas Omaha, Nebraska 
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THE TELEPHONE 


a powerful sales maker 


Hello. Is this the Sparkle Jewelry Store? I was 
wondering if you carry those little lockets for 
children—the kind that come in sets with match- 
ing expansion bracelets. You see, I’m looking 
for a gift for... 


e The voice goes on and the jeweler listens with 
care. He is well aware that what he says in reply 
will decide whether the caller will be his patron 
or dial another number. 

The opportunity to sell by phone begins before 
the first word is spoken. It begins the moment 
the jeweler hears the ring. If he doesn’t answer 
it at once, the customer is annoyed. After two 
or three rings, she may hang up and the oppor- 
tunity is gone. 

Always have the phone—or an extension— 
where you or some other responsible person can 
answer it at once. Then don’t say hello. Say 
“Sparkle Jewelry Store.” 


Take Notes 


Listen carefully to all the caller says. In order 
not to make her repeat, take notes while she talks. 
Keep a pad and pencil handy for the purpose. 
Get all pertinent facts, including, if possible, 
name, address and phone number. It won’t be 
too hard to get information because if the cus- 
tomer has not actually called to give an order, 
at least she has called to find out if you carry 
a particular article. A person can’t browse by 
telephone. 

A little judicious suggesting may help along the 
sale. For example, “How about a style that’s 
decorated with a birthstone?” 

If it’s necessary for you to examine your stock 
or if you don’t have all the facts required in 
mind, you can get away gracefully by saying, 
“It will take me a few moments to check that. 
Would you mind holding on?” 

If another person is better equipped to handle 
the particular question, the procedure is similar. 
“Our repair department takes care of inquiries 
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of this nature. Will you hold on while I connect 
you?” 

Always lay the phone down quietly; there’s 
nothing to be gained by shattering your cus- 
tomer’s eardrum with a crash. Never forget to 
cover the mouthpiece with your hand while you 
talk to a third party in the store, and if this 
person is the one who will take over the call, hand 
him the notations you have made, so the cus- 
tomer won’t have to tell her whole story over 
again. 


How Much Is It? 


Price is always a ticklish subject to handle by 
phone, but there are ways to do it. You might 
say, “The bracelet you really want costs $8.98 
but we have others at a lower price. When you 
come in, you can look at them all.” 

In the case of a service job, try not to quote 
a price at all. You haven’t seen the article and 
you don’t know how much the repairs will cost. 
If you have to charge more than the amount 
you have quoted, the customer won’t like it. 


Ending The Conversation 


At the end of the conversation try to pin the 
customer down. For example, you might say, 
“We have only two bracelets left with the right 
birthstone for your little girl but they’re both 
beauties and they both have matching lockets. 
We'll be open this evening until ten and.. .” 

Or—‘“the representative of the firm that man- 
ufactures the watch you want fixed will be in 
our store on Wednesday. Why don’t you stop 
by tomorrow and leave the watch here. There’s 
no obligation and he’ll be able to give you a better 
idea than I can what the repairs will cost.” 

Or—“let’s see now. You want the gift by Satur- 
day but you haven’t quite decided on the style. 
Why not drop by tonight and look through our 
catalog? Pick out whatever you want and if we 
don’t have it in stock, we’ll be able to get it for 
vou in time.” 

Bess Ritter 
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SILVER WHEAT CLASSIC ROSE SILVER SCULPTURE TARA AUTUMN LEAVES 
6 pc. setting, $33.75" 6 pe. setting, $35.00* 6 pe. setting, $36.75* 6 pc. setting, $36.75* 6 pe. setting, $36.75* 
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“AUTUMN LEAVES” 


becomes the fifth successful sterling pattern 
from Reed & Barton in five years! 


Reed & Barton has done it again! 


? 


In just a few short months, beautiful new “Autumn Leaves’ 
has established itself as one of the most popular sterling pat- 
terns in the country. 

This is the fifth new Reed & Barton pattern to click in the 
past 5 years. Silver Wheat, Classic Rose, Silver Sculpture and 
Tara are all the best sellers. 

And now Autumn Leaves! Another proven success by 
Reed & Barton—America’s most dynamic silver line. 


JIRJE JE JID & BAIRTON 


SILVERMASTERS SINCE 1824 * TAUNTON, MASSACHUSETTS 


*Knife, fork, teaspoon, soup spoon, salad fork, butter spreader. Federal tax incl. 
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IN SPECIALTY SHOPS 
° - - Glass & 
No. 4 BEST SELLER | PQ | Cif avec 


IN JEWELRY STORES 


No. 3 BEST SELLER | 


by MADELINE LOVE 





AST year at this time, we were mentioning 


a ee ee a eee | the trend toward elegance in the china and 
glass designs introduced at the three Pitts- 


® according to RETAILING DAILY's January 7th 
tiene 2 ' | ted Chi burgh shows in January. 
ee SS ea anaes This year we quote one of the exhibitors, who 
said “You magazines have been talking about 


elegance for quite a while—and now the con- 


fk R A N > O N I A : H I NA sumer has finally caught up with you!” 


In other words, the trend has “‘jelled’’—for the 


() ve eS time being, at least—into a nation-wide interest 
"ve of urope 3 inest in high quality of design for tableware. This may 

'_ express itself in the opulence of gold, platinum 
and rich enamelling or it may mean a single 
shadowy pink rose across the side of a plate. In 
either case, the effect is sure to be one of restrained 
elegance, quiet good taste, rich simplicity. And 
since a number of manufacturers offer only de- 
signs which have been consumer-tested, it is ob- 
vious that they represent the real wishes of the 
American householder. 

Traditionalism, classicism, and modernism are 
all represented in the new tableware designs; 
sometimes a classic theme is developed on a tra- 
ditional rimmed plate. Rims, incidentally, are re- 
appearing often in the new lines, not edging out 
the coupe shape but reasserting much of their 
long-held dominance in dinnerware design. Solid 
color rims in pastel pink or blue, sometimes 
touched with jewel-like dots of enamel, are shown 
by several leading china houses, and there are 
“Palladina” — One of the reasons Franconia has become rims banded with deeper colors or with gold en- 

a favorite with consumers and retailers. crustations. Sometimes the coupe-shape plate is 
edged with a border which gives the appearance 
SUPERB QUALITY in body, glaze & decoration— of a rim, usually done in a combination of gold 


CORRECTLY PRICED from $6.95 to $16.50 retail and color. 
for 5-pc. place settings (slightly higher South & The earth colors are seen, too, in many of the 


West}. N. Y. STOCK: More than 45 Open Stock porineh patterns—browns, yellows, sand tones and 
seth tial initiate tts a similar shadings. Subtle, misty tones of green 
P Y eee Soe 1 Abirtiied are often combined with these colors, and varying 
demand—DEALERS' AIDS: Effective newspaper shades of blue, from cobalt through sky blue to 
ads, copy, mats, illustrated leaflets & booklets turquoise, are frequently seen in the designs. 
Flowers are delicately used, tiny blossoms circling 
rim of center, or larger sprays emphasizing one 
® WRITE US for complete information | gide of the plate. 

| Gold appears to be taking rank over platinum 


HERMAN C .KUPPER ; INC. as a decorative note. One still sees platinum edge 


39-41 West 23rd Street @® New York 10. N. Y. _ lines, of course, but the trend toward gold, which 


























available. 
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has been making itself felt for some time, has | 
taken on full strength. It is used in encrustations | 
—on china and to a lesser degree on glass—in | 
edge lines, on handles, or as an integral part of | 


the pattern. One new china pattern is a deli- 


cately drawn flower cluster done in gold with tiny | 


touches of platinum—made both in dinnerware 
and teaware. 
In glassware, much of the emphasis is on stem- 


ware. This is worthy of note because until recent | 


months, interest in formal stemware had been 


slumping off and did not make a move upward | 
Taking | 


again until the latter part of the year. 
into consideration the widespread revival of in- 
terest in more formal china design, the renaissance 
of fine stemware is quite understandable. Casual 
tumblers and elegant china do not belong together 


on the same table. Every manufacturer of good- | 
quality table glassware brought out new shapes | 


and new cuttings this year, many of the decora- 
tions styled to blend with the new china patterns. 
Most of the stemware shapes are medium-high, 


keeping away from the ultra-formal tall stem as | 


well as the informal low stem. 


Attracting great attention at the shows were 
the displays of milk glass, made to a small degree | 
in stemware but chiefly developed in all sorts of | 
Many of these pieces are | 
fashioned on molds which have been tucked away | 
at the factories for many years and are, there- | 
A new | 


decorative accessories. 


fore, presented as true reproductions. 
feature, however, is their development in color 
as well as in the familiar milky tones. Rose, 
aqua, yellow—these are some of the colors used 
and they offered the market something distinc- 
tively new. European-made milk glass made its 
initial appearance this year, developed by one of 
the famous factories in a small but important 
group of pieces. 

Noteworthy in a growing number of display 
rooms was the number of merchandising and 
sales aids being offered by the factories. One well- 
known china house produced a large backlog of 
stock on their two new patterns and 12 of their 


older designs, enabling them to offer immediate | 


delivery—so immediate, in fact, that packaged 


place settings of the two new patterns were avail- | 
able in the showroom, either to be carried off on | 


the spot by the buyer or to be sent to the store 
directly on the day of sale. In this showroom and 


in others, booklets and similar sales aids were | 
distributed, as well as material and suggestions | 
All of this represents the fac- | 
tories’ increasing concern with the sale of their | 
products, not only to the store but to the consumer. | 


for store displays. 


F much interest at the Show was the intro- | 
duction of the new “Carefree” line by Syra- | 


cuse China. Delicate looking but sturdy, the new 


PLEASE TURN TO PAGE 156 | 
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| Effective February 21st 


in time for 


the New York Gift Show 


0 STANLEY CORCORAN i. 


will open an 


additional showroom at 


225 Fifth Avenue 


Room 501 


EDWARD R. THIELER 


in charge 


FEATURING: 
Bing & Grondahl Figures 
Bing & Grondahl! Dinnerware 


Coreoran Crystal 





General offices and showroom remain at 


D. STANLEY CORCORAN, INC. 


7 West 30th Street, New York 1, N. Y. 














WHERE THE CUSTOMER IS SOLD before she knows it 


Meador’s New Jewelry store 
in Hutchinson, Kansas, has 
two-tiered display windows, 
and plate glass front, giving 
a clear view of the entire 
store, 














The sales force of Meador’s Jeweiers in Hutchin- 
son, Kansas,.are so expert in their methods, cus- 
tomers are scarcely aware that they are being 
sold. 


“These people make me feel as though I| were 
a guest in their home,” one of the Meador cus- 
tomers was heard to remark. Low pressure is the 
rule—and does it work! 

A lady who merely wants to have a stone iden- 
tified or its value estimated is treated with the 
same courtesy as if she came to buy... and more 
often than not she does buy before she leaves. 


Modern Store Layout 


The rich beauty of the store makes it a perfect 
setting for the type of merchandising employed. 
Opened less than a year ago, it is very modern 
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SOUTHEASTERN 
CHINA, GLASS AND 
GIFT SHOW 


to the 1957 showings | ROOM 301 
of new crystal by HOTEL HENRY GRADY 
FOSTORIA 


It’s show time—and that means exciting, new surprises from Fostoria! 
There’s new stemware... new Milk Glass . . . new gift pieces— 

all designed to today’s taste, today’s purchasing. 

And because they’re by Fostoria, every piece is handcrafted, 

carefully made in the time-proven manner for which Fostoria is famous. 
All new merchandise—plus the powerful all-new advertising program that 
will support it—will be displayed at each of the shows. 

You are cordially invited to drop by. 


Fostoria Glass Company, Moundsville, West Virginia. i 2 
Os) (0) 8 E 
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Spode 


THE FINE ENGLISH 


DINNERWARE 


Primula Bowl K. 189 

Retail price: S42 

9 inch—$7.20 ' sk 

12 inch— | Cucumber Tray 

$12.00 “Ameer” K. 94 
(15% inches long) 
Retail price: $5.40 


In addition to the world famous Spode 
dinnerware in Earthenware and Bone China, 
Spode also makes an extensive line of 
“Fancies” and other gift or traffic items. For 
information, call at the showroom or write to 


Wholesale Distributors 
Copeland & Thompson, Inc. 
206 Fifth Avenue, New York 10, N. Y. 














New “HAMILTON?” assortment of footed teacups and 
saucers in Rosina bone china from England, dec- 
orated with eight colorful chintz designs and full 
gold handles, gold feet, wide gold band around 
inside of the cup. 


Retail: App. $2.95 each. 
Early spring delivery 


GEO. BORGFELDT 
CORPORATION 


Established 1881 
44-60 E. 23RD ST., NEW YORK 10, N. Y. 


712 S. Olive St. (Merch. Mart.) 44 York St. 
Los Angeles, Calif. Toronto, Ont., Canada 











156 





CHINA GLASS & GIFTWARES (from page 153) 

ware has been designed for both smartness and 
efficiency, with most pieces capable of multi-pur- 
pose use. The serving pieces have covers of alu- 
minum-lined copper, and there is a copper warm- 
ing stand (created and produced by a leading 
silversmith) which holds not only the two sizes 
of casseroles but the beverage pot as well. This 
all-purpose ware is, of course, true china, deco- 
rated underglaze so that it is both oven-proof 
and dishwasher-proof. It is decorated with four 
different patterns which have been consumer- 
tested throughout the country, or it is available 
in piain white. 


H. RICE, sales manager of Castleton 

e China, Inc., of New Castle, Pa. has an- 

nounced the appointment of Paul A. Miller, Jr., 

as regional sales manager in New England, re- 

placing James Graham. His territory will cover 

all of New England and central and eastern New 
York State, excepting New York City. 


AVILAND & CO., INC., manufacturers of 

French and American china, has moved its 
New York showrooms and offices from 270 Park 
Avenue to new quarters occupying the entire 
26th floor of the building at 535 Fifth Avenue. 
Decorating of the showroom will be completed 
about February 1. 

A new backstamp has been designed to appear 
on all new Haviland china patterns, it has been 
announced by Theodore Haviland, II, president of 
the firm. The new symbol will be a tower, adapted 
from the 500-year-old Haviland family crest, and 
will be used in an effort to standardize both lines 
of Haviland ware for ready recognition. The 
lines will be distinguished by the initials “U.S.A.” 
under the symbol on the American china, and by 
the word “Limoges” on the French china. 


REDERIK LUNNING, INC., distributors for 

Georg Jensen, Inc., of New York, has bought 
the Waertsila Corp., of 225 Fifth Avenue, New 
York, thus becoming the sole agents in the United 
States and Canada for the Finnish factories of 
Arabia china and Notsjoe glass. Lunning already 
represents Royal Copenhagen china, of Denmark. 
and Gustavsberg china, of Sweden; the Karhula- 
Littala glass factory of Finland, and the Suss- 
muth glassworks of Germany. In addition, the 
firm distributes lines of Danish and Swedish 
stainless steel, including two patterns made by 
Georg Jensen, of Denmark, and several lines of 
Scandinavian furniture and art goods. 

Just Lunning, general manager of the Lunning 
organization, has announced that John Junge, of 
Waertsila, joins Lunning, and until the two firms 
are completely integrated, he will continue with 
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introducing 
_ Brentwood 


an Tranciscan 


We've done it!...Successfully combined the traditional dignity of a nostalgic floral 
pattern with the contemporary simplicity of our famous encanto shape. And we know 
the public will love it because it rang the bell at our pre-testing polls EVERY TIME! 
Brentwood is a true-blue...the pre-tested encanto twilight blue that belongs only to 
beautiful Franciscan fine China. And the raised design is in our famous platinum 
and white raised enamel. Watch for Franciscan’s Brentwood in the spring shows. SOON! 


product of Gladding, McBean & Co.; Dinnerware Showrooms in New York. 
712 Fifth Avenue; Chicago, Merchandise Mart; Los Angeles, 2901 Los Feliz Blvd. 
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Solve your Giftware Box Problem... 
once and for all! 


72 BOXES 
only ${450 


Buy direct from manufacturer, for dependable supply. 


uniform quality, lower cost. This No. 33 assortment of | 
nested fancy gift boxes is ideal for Gift and Art Wares of | 


all kinds. Prompt delivery guaranteed. Order direct from 
this ad. Two or three each of the larger sizes . . . five to 
eight each of the smaller ones. Choice of 5 colors, silver 
and white, white modern (embossed), coppertone, paisley or 
Ivory Enamel. Consists of 21 handy sizes from 3x3x3 
to 12x12x 8. 


Write for illustrated catalog listing 24 other 
special assortments and hundreds of STOCK 
JEWELRY and GIFT BOXES. Available 
plain or imprinted, or in special designs. 


"THE PACKAGE IS PART OF THE PURCHASE ” 


PICTORIAL PAPER PACKAGE CORPORATION 


232 S. Lake Street Aurora, Illinois 
15116 Merchandise Mart Chicago, Illinois 


USE THIS HANDY ORDER COUPON 


Pictorial Paper Package Corp. 


Aurora, Illinois 
( ) Please send Special 72 Gift Box Assortment No. 33... .$14.50 
( ) Send illustrated Catalog of Complete Line 


Name.... 


Firm..... 














CHINA GLASS & GIFTWARES (from page 156) 

primary responsibility for Arabia and Notsjoe, 
with Mrs. Elizabeth Aabel in charge of the exist- 
ing Lunning lines. The sales forces will be com- 
bined and the entire new Lunning group of lines 
will be shown at the Waertsila showrooms. In the 
near future, the Waertsila lines will also be added 
to the Lunning showrooms outside of New York 
City. 


IERRE R. LEFEBVRE, president of France 

Energic Corp., New York import house, has 
announced the addition of Lorraine French crys- 
tal stemware and contemporary accessories to the 
lines carried by his firm. France Energic is the 
distributor of china dinnerware and artware 
made by A. Raynaud and A. Prevot, of Limoges. 


LIE N. KHOURI has announced his retire- 

_4 ment as president of the Worcester Royal 
Porcelain Co., Inc., distributors of Royal Worces- 
ter bone china and Stuart crystal in this country 
and Canada. George J. Murch, formerly with 
Marshall Field & Co., who joined the firm in 1939, 
and Raymond W. Zrike, who has been with 
Worcester since 1946, have been made vice presi- 
dents and directors of the company and will 
jointly direct its operations. 

Four new sales representatives have been ap- 
pointed. They include Robert W. Nash, Jr., for- 
merly with the Myron E. Freeman jewelry store 
in Atlanta, who will cover the Southeast; Arthur 
J. Conlon, Jr., formerly with the Gorham Co., 
who will represent the company in Metropolitan 
New York, New Jersey and Pennsylvania; Paul 
A. Tomlinson, formerly with Josiah Wedgwood 
& Sons., Inc., who will cover Canada, and Lewis 
D. Barding, now proprietor of a gift shop in 
Moline, Ill., who will represent the firm in parts 
of the Midwest and the Southwest. 


ARLETON P. ADAMS has been appointed 
$ advertising and public relations manager for 
Gladding, McBean and Co., of Los Angeles, man- 
ufacturers of Franciscan china and earthenware. 
He succeeds Allan Paul, who resigned to enter 
the steel industry. 


HAND-ENGRAVED monogram service on 
all Val St. Lambert Belgian crystal is being 
offered by the American importers, Vogue Ceram- 
ics Industries, Inc., of Pelham Manor, N. Y., to 
all of their dealers. Six different types of mono- 
grams on stemware may be ordered by retailers 
for their customers, and the monograms or one 
or two letters will be engraved to order on acces- 
sory pleces. 
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ANNOUNCING... 


a new concept in china 





This photo announcing Carefree will appear in full color, full page ads: 
LADIES HOME JOURNAL, May; BETTER HOMES & GARDENS, June. 


all-purpose true china 
@ Guaranteed | year against breaking, cracking, chipping 
@ Oven- proof — Dishwasher- proof 
@ Copper covers and warming stand 
@ Consumer tested patterns 
@ Retails from $5.95 per place setting 


you know Cy 7 A [ |] C Fine CHING, sie fasneus, eee ceil 


for your customers who demand the best. 


—K\ 
ANI 


now sell all your customers, class and mass, with 
non-competing lines from 1 famous resource, 

each backed by big national color advertising plus 

every retail selling tool in the book. Yours for 

lower costs, added profits, higher china sales in 1957! 

Syracuse China - Syracuse 1 + New York 
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CHINA, GLASS & GIFTWARES (from page 158) 


M ORE than 700 exhibitors will take part in 

the New York Gift Show to be held Febru- 
ary 24 to March 1 at the Hotel New Yorker and 
the nearby Trade Show Building. At the New 
Yorker, the show will cover the second through 
the 11th floor and at the Trade Show Building, 
second through sixth. 





DON'T LET THE TRADING STAMP (from page 119) 


why?” The response was extremely good and 
although I no longer have the data available I 
still remember the gist of the answers received. 

A vast majority of the people interrogated 
wrote that they preferred to buy their watches, 
diamonds, jewelery, etc., from a jeweler in whom 
they had complete confidence. They felt that they 
could have a closer, more friendly and intimate 
relationship with such a retailer than with a de- 
partment store, mail order house, etc. The pur- 
chasing of jewelry was done on a basis that is 
altogether different from that which prevailed 
for most other merchandise. 

To break up and analyze the many different 
reasons obtained in this survey, as I recall them, 
would be a long, but nevertheless, interesting 
story. I will, therefore, attempt to summarize 
them all in as few words as posssible and at the 





same time add certain facts common to every 
jeweler’s knowledge. 

When buying jewelry for one’s own adornment, 
pride of ownership and pleasure of use are the 
thoughts uppermost in nearly everyone’s mind. 
When bought as a gift, whether prompted by love, 
friendship or the need to make a material reward 
or award, pride of presentation is a very im- 
portant factor. These intangible, but nevertheless 
significant, considerations all imply that the qual- 
ity, character and style of such jewelry must be 
RIGHT. If such articles include diamonds or 
other gems, their color, perfection and weight 
become all-important attributes. When honestly 
presented and interpreted by the retailer they 
naturally help to determine the price and inherent 
value of the item purchased. It is, therefore, easy 
to see why confidence in the jeweler is so im- 
portant; why the integrity of the retailer plays 
so vital a part in getting people to buy from one 
particular merchant in preference to another. 

These are the essentials .. . the prerequisites 
... that thinking and discriminating purchasers 
have in mind when they buy their jewelry. In 
my humble opinion trading stamps are not even 
a remote factor motivating or influencing the 
purchase of jewelry. 

The end 
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Quality Crafted Glass Imports 
by Old World, Artisans 


Expert craftsmanship handed down 
from generation to generation is 
employed in the creation of our 
handmade glass products, presented 
in a variety of styles and glass mak- 
ing techniques. We extend a cordial 
invitation to view them, together with 
our newest French glass importations 
at these Gift Shows: 


DALLAS GIFT SHOW 
February 17-21 


118 Merchandise Mart 
CLAY FOLSOM 
* 


NEW YORK GIFT SHOW 
February 24-March 1 
Room 1058 
Hotel New Yorker 


Represented by KIM ASSOCIATES 


Write for illustrated circulars of these 
and other French Glass importations. 





= a tue FRENCH GLASS co., we. 


C 610 Fifth Ave. e« New York 20,N. Y. 
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NOW! 
more 

profitable 
than ever 











PARASOLS BLUE DOVES 


3 EXCITING NEW PATTERNS 
IN OUR RECORD-BREAKING 








(mp rong 


cook, bake and serve true china... replaced if it breaks* 


The first seven high-fashion patterns were immediate best- 
sellers, everywhere. Now we introduce three sure-fire new 
ones, selected by our fashion jury to make this pace-setting 
line complete for every taste. Impromptu has triple appeal: 
quality, backed by our famous Warranty; price, 5-piece 
place settings from $4.95 retail to meet earthenware com- 
petition; and proven style. It’s America’s hottest selling 


dinnerware. 


CHINA COMPANY 


*in accordance with warranty 
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Add these new ratterns to your profitable Impromptu line. 
PYRAMIDS... Elegance in a contemporary mood. A formal pat- 
tern with a geometric border in muted greys, accenting the 
gleaming white finish and graceful Impromptu shape. 
PARASOLS... An abstraction of soft tones against pure white 
combining pale blue star shapes, with lavender accents, and 
streaks of gold in an oriental, appealing manner. 

BLUE DOVES... An imaginative, exotic pattern featuring two 
pale blue doves encircled by a bower of green branches. Fragile 
flower shapes in unusual pastels add to its charm. 


uois 


SYRACUSE, NEW YORK 










FOLDING 
GIFTWARE BOXES 


in your choice of 
smart patterns 


* Tremendous space savers (shipped flat) 

* Require no outer wrapping 

© Sturdy construction (double walls) 

* Over 100 sizes available for immediate delivery 
© Low prices plus 10% and 5% special discounts 
* Special freight allowances 

* No charge for imprinting your name 


Folding jewelry boxes (packed with cotton) are now 
available in 10 popular sizes. 


Of course, you may have our _ 
latest catalog; please write for it. 


See us at all the gift shows. 


Gift Bow Corporation of olmetica 


225 FIFTH AVE., SUITE 1229 K, NEW YORK 10, N.Y 
America’s Outstanding Manufacturer of 
Folding Giftware Boxes 





Who was the first English china company to design fine din- 
nerware in line with American style trends? Royal Doulton. 
And who brings you the heaviest national advertising pro- 
gram in the English china field? Royal Doulton, with a 
powertul Spring schedule in THE AMERICAN HOME, HOUSE & 
GARDEN, HOUSE BEAUTIFUL, THE NEW YORKER, MODERN BRIDE 


and SEVENTEEN. 


(Koval Houlton 


NC , 11 EAST 26TH STREET NEW Y 








WHERE THE CUSTOMER IS SOLD (from page 154) 


and very colorful. A plate-glass recessed front 
impels the passers-by to pause and gaze in at 
the dining tables set with linens, silverware and 
china, and the island display cabinet containing 
watches and gifts. 

Above one set of split-level display windows is 
a purple and eggshell diamond design matching 
the purple walls inside. The floor is gray and 
black tile and the acoustical ceiling is cream 
colored. 

A section at the front is devoted to diamonds. 
Here curtains may be drawn, making private 
roomettes, each furnished with a cabinet con- 
taining stones and mountings, chairs for cus- 
tomers and salesperson, laboratory equipment, 
diamondscope, and even a globe of the world 
showing the places where diamonds are mined. 

Farther back in the store clocks, appliances 
and other items for the home are displayed on 
peg-board panels along the walls and on adjust- 
able shelves. Browsing customers can readily 
see what is available and in most cases can “help 
themselves.” 

At the extreme rear, crystal, china and hollow- 
ware are placed close to the silver, and salespeople 
make it their business, whenever possible, to dis- 
cuss these pieces together. 

A representative of the repair department is 
usually on duty near the cashier’s desk, but re- 
pair work is done upstairs, away from the con- 
fusion of dealing with customers, in a room speci- 
fically designed for the purpose. Rest rooms, 
storage space and the public-relations depart- 
ment are also located upstairs. Greeting cards 
are displayed in a small space near the foot of 
the stairway. 


Mr. Meador 


The store is the creation of Vane Meador, vet- 
eran gemologist, who got his start when he was 
a Junior in high school back in 1918. School 
closed down because of the flu epidemic, and he 
took a job as errand boy in a jewelry store. He 
has been in jewelry ever since. 

In 1941 he became one of the partners of 
Adams & Meador in Hutchinson, and in May, 
1956, he opened the new store in his own name 
at 117 North Main Street. Widely known in his 
profession, he frequently speaks to clubs through- 
out the state. He was the organizer of the Kan- 
sas State Gemological Society which holds its 
monthly meetings in a room above his store. 
His own private collection of valuable stones 
is displayed in two cases of the type used in 
museums. His colored diamonds from the Kiger 
collection aroused great interest at the gala 
opening of the store. 
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Fobtuany 24 March, |* 


Here's the modern way to see the complete 


market. Come Sunday, opening day and shop every 
exhibit. In six successful shopping days, you'll see 789 exhibits 
with merchandise from more than 30 foreign nations. 


HOTEL NEW YORKER and NEW YORK TRADE SHOW BUILDING 


Sponsored by the National Gift and Art Association, Inc. 
Directed by George F. Little Management, 220 Fifth Ave., N. Y. 1, N.Y. 
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on slow hand-marking ? 


ADD TO PROFITS . . . End needless overtime 
with speedy Monarch Price-Marking 


Insures selling at correct price—Clear, sharp, easy-to- 
read Monarch price-marking leaves no doubt in customers’ 
and clerks’ minds about the correct price of each article. Stops 
leaks in profits caused by smudged pencil price-marking. 


Sells more merchandise—Neat, legible price-marking adds 
to the appearance of merchandise, and inspires confidence. 
Gives you “‘silent salesmen” that change browsing into im- 
pulse buying, increase self-service sales. 


Monarch Junior is compact, sturdily built, yet inexpensive. 
This hand-operated machine price-marks tickets, tags and 
labels in many sizes and styles, including the pressure sensitive 
Senso Label. 


Hand-operated MONARCH JUNIOR 


For additional information—without 
obligation—tear out the coupon, attach 
to your letterhead and mail to us. 


FILL OUT, CLIP and MAIL 
The MONARCH Marking System 


Company ¢ 216 South Torrence St., Dayton 3, Ohio 


Please send the folder on Monarch Junior price-marking 
machine; also sample tickets, tags and labels. 


Store Name 





Address 





Post Office Zone____ State 
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WHERE THE CUSTOMER IS SOLD (conclusion) 

On this two-day occasion various neighbor- 
ing firms contributed decorative pieces, such as 
a lace tablecloth, a lady’s dress covered with cul- 
tured pearls, a wedding cake and 54 bouquets 
of flowers. One of these latter consisted of a 
sphere of white chrysanthemums, each with an 
imitation pearl pinned in its center. Auxiliary 
police were on hand not so much, as it appeared, 
to maintain order as to blow up gift balloons for 
the children. 

Meador’s has combined the advantages of self- 
service with the privacy of the most exclusive 
store. For his personnel Mr. Meador employs 
picked men and women who have shown excep- 
tional interest in gemology or other branches of 
the business ... and, of course, he instructs them 
never to use high pressure. 

by Grace Paul 





Emphasis on Accessory Pieces 
Leads to Larger Flatware Sales 


Sell the larger serving pieces and the flatware will take care 
of itself, according to the Hess & Culbertson Jewelry Company. 


The Hess & Culbertson Jewelry Co., of St. 
Louis, Mo., believes that their larger-than-aver- 
age unit sales of flatware are the direct result of 
the heavy emphasis placed on accessory pieces. 

“We believe,” says Clarence Henry, manager of 
the store’s silver department, “that the accessory 
pieces, particularly the large servers, make a 
greater impression on the customer than such 
familiar items as knife, fork and spoon, so we 
make a point of bringing them out at every oppor- 
tunity and encourage the customer to add them 
to her basic starter set.” 

Counter-height cases on either side of the store 
are filled with serving pieces including soup 
spoons, gravy ladles, butter knives, steak knives, 
cake cutters, spatulas and other special items. The 
number alone is enough to attract attention, as 
there are upwards of 100 of them. 
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She has an 


eye for fashion 


...and its fashion 
that catches her eye 
(and his!) 


Dennison ring case 8150TX 
will display your fine rings in a style 
to suit the taste of your customers. 
It has the sparkling smartness of 
crystal-clear plastic with brocade-pattern inlays 
of silver, gold, turquoise, blue or rose. 


The slanted ring pads of Karess or 
transparent velvet complement the shimmering 
background colors. Cover cushions 
are white rayon satin. 


Order a supply of these sales-making ring cases 
from your Dennison distributor. 


Dennison 
MANUFACTURING COMPANY 


Jeweler’s Division 
Marlboro, Massachusetts 


FOR RETAILERS: A complete line of boxes and cases, 
findings and supplies. 


FOR MANUFACTURERS: A wide range of 
specially designed paper jewelry boxes and cases. 
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CLOCK & WATCH 


Importer and Distributor 
seeks two executives 





1 Full charge inventory control, supervise 
stock room & shipping 





2 Full charge service & repair dept. serv- 
ing dealers and consumers 


These two highly attractive executive 
opportunities are offered by long-es- 
tablished progressive firm. Great op- 
portunity for growth and advancement. 
Experience in our line helpful but not 
essential. Submit complete details in 
confidence including compensation de- 
sired, marital status, when available. 
Our own staff knows of this ad. 
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“Orienta”™ Cultured Pearls 6 ADDRESS "R., 2688" 
LEYS. CHRISTIE & CO., INC. | Care of Jewelers’ Circular-Keystone 
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65 Nassau St., New York 





JEWELRY—CHINA—OBJECTS D’ ART HOW ARE YOUR PACKAGING PROBLEMS 


AUCTION SERVICE SEN —— jp? 


10 cardinal reasons why we are picked more often than 
other jewelry auctioneers for complete close-outs. | 
OE 


ist Made more close-outs down to the very key in 
the door than all others. 

2nd We have covered more important cities than other 
auctioneers in the U.S 

3rd We have repeated more successful sales for the f, : . 
same firms than any other auctioneers. Pi: Stacking and storing can be costly. 

4th We conducted the largest jewelry auction ever | But not with Lindley folding gift 
made in America. | <4.) 

5th Our unqualified descriptions, our knowledge of fe folders and boxes. They save time... 
precious gems, our talent to entertain, our rapid 
salesmanship. 

6th Our absolute guarantee not only to do volume of | wrapping costs. They are attrac- 
business desired but, what is more important, se- | ; 
cure net results. | tive, sturdy and quick to assemble. 

7th Never separate the opportunity from the Auc- 
tioneer’s talent, both are essential. 
We are in a position to either buy you out or close- | folks at Lindley. Write 
out your store to the public at auction. : 
We make all sales personally, large or smali—no ~- : 
substitutes. . 7 ee on folding gift boxes. 
This has been our life’s work. Have hundreds of coe Ss 
references. 

















save space ... plus additional 








Review your problems with the 








for free illustrated catalog story 














Write for our new booklet soon off the press. 
We have two clients wanting to buy good jewelry 
stores. 

Keep in mind a complete close-out of a fine store, calls 
for something more than just the mine-run of would-be- 
Sales-experts, picked at random and sent out like bees to 
gather honey for the hives. 

WHEN MAYTERS CANNOT BE We can tell as close as 
SETTLED BY LETTER WE WILL humanly possible what a 
COME AND SEE YOU AT OUR stock will bring either in 
EXPENSE bulk or at auction. 


AMERICA’S FOREMOST JEWELRY AUCTIONEER — |~?Ne BOX PLANT 
Thomas J. Faussett Howell, Michigan ; = oe 1748 West 2nd Street, Marion, Ind. 
Morris Paper Mills Div. @ Federal Paper Board Co., Inc 
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THE MERGER OF THE ANRJA AND NJA is coming closer to completion. In a report just is- 
sued, Philip E. Hoffman, chairman of the Coordinating Committee of the two groups, 
Stated that all major issues have been resolved. Only certain technical and legal 
problems remain to be ironed out. A target date of October 1, 1957, has been set for 
final amalgamation. 


THE NATIONAL JEWELERS ASSOCIATION has re-elected all last year's officers and direc- 
tors to another term. The officers are: H. A. Goldberg, president; Mortimer S. Abel- 
son, Irving N. Chayken, Barnett C. Helzberg and Herman Wasserman, vice presidents; 
samuel Gerson, secretary; Jay C. Lighterman, treasurer, and William Wagner, execu- 
tive secretary. 


THE RING GUILD OF AMERICA, a group whose aim is to further the interests of the 
Stone ring industry, has been formed. It has already made plans for extensive adver- 
tising and promotional activity to make the public increasingly aware of the 
fashion-rightness of colored=-Stone rings. 


HAMILTON'S NEW ELECTRIC WATCH has created quite a stir in the jewelry and horolog- 
ical trades. The unusual timepiece was unveiled January 3. Called by Hamilton “the 
first major innovation in watchmaking in 500 years," the electric watch does away 
with the mainspring. It gets its power from a tiny battery, called an "energizer," 
and uses a miniature motor mounted on the balancewheel for its drive. Only one model 
is currently being marketed by Hamilton, but others are scheduled to follow within a 
few months. Only a man's electric watch has been developed so far. 


THE DOMESTIC AND IMPORTING BRANCHES OF THE WATCH INDUSTRY gave long testimony at the 
recent hearings held by the Office of Defense Mobilization. The hearings were de- 
Signed to determine whether or not the domestic watch industry is essential to our 
national defense. The government also wants to learn whether imports of watches and 
movements are harming the domestic industry. The hearings were held in Washington, 
D. C. on January 7, 8 and 9. 


OPERATION CHERUB IN 1956 attracted far more attention and participants than it did 
in 1955. This fact is contained in a report just issued by the Jewelry Industry 
Council. Plans have already begun for the 1957 campaign. "Look" magazine has been 
chosen as the advertising medium for 1957. 


THE PRICE OF ROUGH DIAMONDS HAS BEEN RAISED by the De Beers group of South Africa. 
The announcement first came from the Diamond Trading Co. Ltd. in London, De Beers’ 
Sales representative there. The increases average 5.7 per cent for rough gem dia- 
monds and 8.5 per cent for industrial diamonds. 


A PLAN FOR A PERMANENT JEWELRY CENTER IN PROVIDENCE is currently being considered by 
a committee of the Manufacturing Jewelers & Silversmiths of America. The idea is to 
create a Single place where lines of jewelry can be exhibited all year round. It 
would provide buyers with a bird'S-eye view of the industry's products. 
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“With 
GIRARD PERREGAUX 


watches, 
the full price is the only 


price on the market!” 


says DURWARD HOWES 


president B. D. Howes and Son, Fine Jewelers 
with stores in Los Angeles * Pasadena * Santa Barbara + Beverly Hills 


“The best thing about GP’s price protection system 
is that it’s so simple. It works so effectively and 
easily that in all the years I’ve handled GP, I’ve 
never worried about losing a customer because 


another dealer was underselling me. 


“We sell GP to customers from every income 
group. But we get particularly fast sales with the 
many GP’s priced between $49.50 and $100. Most 
people regard GP as one of the world’s fine 
watches, and they’re surprised and delighted to 
find that the majority are popular-priced. 


“We're proud of every GP we show, and we 
think GP should be proud of the fair way they 


treat the consumer and the dealer alike.” 


GIRARD PERREGAUX 


FINE WATCHES SINCE 1791 


610 FIFTH AVENUE * NEW YORK 20, NEW YORK 
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Hamilton Shows First Commercial Electric Wrist Watch; 


Powered by Button-Sized Battery, Eliminates Mainspring 


New York City—The Hamilton 
Watch Company has introduced the 
first commercially - produced electric 
wrist watch. 

The firm revealed its new timepiece 
at a press conference held January 3 
at the Savoy-Plaza Hotel. Repre- 
sentatives of the press, radio, tele- 
vision and the jewelry and horological 
industries were present to receive the 
news. 

Hamilton claims that its new watch, 
on which it has been working for 10 
years, marks the first major innova- 
tion in watchmaking in 500 years. 
This, because it completely eliminates 
the mainspring, which has thus far 
been the driving power for portable 
timepieces. 

At present, the company is market- 
ing only one model of the electric 
watch (the “Van Horn,” shown in 
accompanying photograph). In a 14-K 
gold case, it retails for $175. A gold- 
filled model, to retail at $85, is sched- 
uled to be made available shortly. 


Tiny battery is key 


The chief development which made 
the watch possible, according to Ham- 
ilton spokesmen, is the button-sized 
battery, or “energizer,” which pro- 
vides the watch with its current. 

The current is fed, through minute 
wires, to a wire coil on the balance 
wheel. There is a tiny magnet on 
either side of the balance wheel. The 
interaction of the battery’s electrical 
current and the magnetic fields causes 
the balance wheel to oscillate, giving 
the watch its motive power. 

Hamilton claims that this power- 
mechanism has been so carefully de- 
signed that the movement of the 
watch’s hands can be regulated to 
99.995 per cent accuracy. Further, the 
company guarantees that the battery 
will run the wat . for at least one 
year, and claims that it will do so 
for nearly 18 months. (For a more 
detailed technical description of the 
electric watch, see the article on page 
200.) 


Others working on it too 


Although Hamilton can now claim 
the distinction of being the first to 
sell an electric watch, other concerns 
have let it be known that they are 
working along similar lines. 
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J. G. Shennan, president of the 
Elgin National Watch Co., said: “El- 
gin is working intensively on an elec- 
tronic watch which has been under 
continued development for a number 
of years, but this watch will not be 
marketed until we are absolutely 
certain that it will perform to the 
complete satisfaction of ourselves 
and the consumer.” 

The Bulova Watch Co. is also known 
to be working on an electronic watch, 
which some of its executives are 
wearing for test purposes. 

Certain Swiss watch companies, 
and one French concern, have said 
that they, too, are working on elec- 
tric watch designs. 

(Please turn to page 189) 





CURRENT: This is Hamilton’s new 
electric watch, and its power-source. 
The round object, about the size of 
a shirt-button, is the battery, or “en- 
ergizer,” which is reputed to run the 
watch for between a year and 18 
months. The watch itself is the model 
being offered to the public, in limited 
quantities, for $175. It is called the 
“Van Horn” model. 


Imports, ‘Essentiality’ 
Highlight ODM Hearings 


Washington, D. C. — Watch im- 
ports and the question of the “essen- 
tiality” of the domestic watch industry 
to our national defense have once 
again been placed in the governmental 
spotlight. 

The Office of Defense Mobilization 
held public hearings January 7, 8 and 
9, receiving lengthy testimony from 
domestic manufacturers of jeweled 
and non-jeweled watches and clocks, 
and from importers and assemblers 
of foreign watch movements. 

Charles H. Kendall, ODM general 
counsel, listened to over two dozen 
witnesses during the three days. The 
witnesses were generally permitted 
to make their presentations without 
interruption. There were very few 
questions or comments from Kendall. 

About the only novel factor in the 
hearings was caused Wy reactions to 
the electric watch which had been in- 
troduced by the Hamilton Watch Co. 
a few days before the hearings began. 


Technological advance 


Arthur B. Sinkler, president of 
Hamilton, was one of the chief wit- 
nesses for the domestic manufacturers. 

In speaking of Hamilton’s new de- 
velopment, he said, “ ... the only 
conceivable effect the announcement 

(Please turn to page 189) 


Report on ‘Operation Cherub’ 
Issued by JIC; °57 Planned 


New York City—The Jewelry In- 
dustry Council has issued a report 
on “Operation Cherub” in 1956, and 
has begun planning for its 1957 ver- 
sion of the industry-wide promotion. 

All reports show that the 1956 
Cherub campaign attracted greatly 
increased participation from retail 
jewelers, as compared with its first 
year, 1955. 

In 1956, 6852 retail jewelers par- 
ticipated in the promotion, as com- 
pared with 3049 in 1955. 

According to reports prepared by 
the Advertising Checking Bureau, Inc., 
of Chicago, the total of newspaper 
ads carrying the “Cherub” symbol] in 

(Please turn to page 193) 
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New York City—On January 15, at 
a meeting in New York City, the Ring 
Guild of America was established as a 
new force within the jewelry industry. 

Its dedicated purpose is the im- 
provement of the stone ring business 
by means of an aggressive, concerted 
promotional drive. Over 30 manufac- 
turers of stone rings are cooperating 
to achieve this goal. 

Plans have progressed to the point 
that approval was given to proceed 
with a 38-year “newsmaking” cam- 
paign geared to a fashion approach. 
This campaign will include large-scale 
advertising in national consumer 
magazines and color tie-ins with cos- 
metic and fabric advertisers. 

The RGA hopes to become head- 
quarters and authority for colored- 


gem rings. Under the coordinating 
activities of Ruth Stack, executive di- 
rector, RGA hopes to make the Amer- 
ican public, men, women and teen- 
agers, color-ring conscious via _ its 
widespread publicity campaign. 

The Ring Guild’s officers, shown 
above, are (left to right): James 
Theise, of Acme Ring Mfg. Co., chair- 
man of the _ publicity committee; 
Julian Baden, of Baden & Foss, trea- 
surer; Reginald J. White, of J. J. 
White Mfg. Co., president, and Leon- 
ard Shiman, of Shiman Mfg. Co., vice 
president. 

Other officers not shown in the 
photo are: George Heller, of Heller 
Hope Co., vice president, and Maurice 
Fried, of Star Ring Mfg. Co., secre- 
tary. 





Officers and Directors 
For ‘9/7 Elected by NJA 


New York City—The National 
Jewelers Association has chosen its 
officers and directors for this year. 

The customary mail election was 
held to select the board of directors. 
All last year’s directors were re- 
elected to their positions. The 24 
elected directors are: Mortimer S. 
Abelson; Myer B. Barr; Lewis I. 
Benway; Lester Berg; Sol Blickman; 
Oliver R. Brecht; Daniel W. Crone, 
Jr.; Irving N. Chayken; George Ger- 
ber; Samuel Gerson; Stanley B. 
Goodman; Jake Hamilton; Barnett C. 
Helzberg; Isadore Horowitz; Oliver 
A. Jenkins; Jay C. Lighterman; Jules 
Lindenbaum; Lewis H. Manning; Isa- 
dore Meyer; Clarence Olsen; Meyer 
Rosenbaum; Robert R. Savitt; Fred 
F’. Simmons and Herman Wasserman. 

In addition to the 24 elected di- 
rectors, all past-presidents since 1941 
are automatically members of the 
board. These are: Fred B. Dreifus; 
Julius L. Freund; Seymour Green- 
berg; H. A. Goldberg; B. G. Rudolph 
and Leo Weisfield. 

The NJA’s board of directors met 
at the Waldorf-Astoria Hotel here on 
Januarv 14, and elected the organ- 
ization’s officers from among the 30 
directors. Last year’s officers were 
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all returned to their posts. 

The officers are: H. A. Goldberg, 
president; Mortimer S. Abelson, Irv- 
ing N. Chayken, Barnett C. Helzberg 
and Herman Wasserman, vice presi- 
dents; Samuel Gerson, secretary; 
Jay C. Lighterman, treasurer, and 
William Wagner, executive secretary. 

These officers will serve through 
1957, unless the merger of the 
ANRJA and NJA is completed and 


becomes effective during that time. 


Alexander Arnstein Elected 
President of 24 Karat Club 


New York City—Alexander E. Arn- 
stein was elected president of the 
24 Karat Club of the City of New 
York at the group’s annual meeting 
held December 27. He succeeds Craig 
D. Munson in that post. 

At the same time, John D. Ballard 
was chosen vice president. W. Waters 
Schwab was re-elected treasurer and 
Jerome L. Grant was named again as 
secretary of the organization. 

The board of directors for this year 
consists of: G. H. Niemeyer, chair- 
man; Alexander E. Arnstein; W. Wa- 
ters Schwab; Jerome L. Grant; Craig 
D. Munson; Peter M. Fahrendorf; 
Harry J. Bromley; Norman M. Mor- 
ris; Benjamin Lazrus; Charles H. 
Church and H. James Stern. 


Jewelry Shipping Service 
Celebrates First Birthday 


Providence, R. I.—A first birthday 
observance was held for the Jewelry 
Shipping Service on January 9. The 
JSS is the overland freight handling 
activity of the Manufacturing Jew- 
elers & Silversmiths of America, Inc. 

In a review of JSS activities during 
the past year, and its prospects for 
the future, it was noted that: more 
than 6% million pounds of freight 
have been handled by JSS; over 200 
manufacturers in the Providence and 
Attleboro, Mass. area participated 
during 1956, with 315,000 packages 
shipped in that year; four additional 
terminal cities added to JSS’ list; 
prospects of adding other cities during 
1957. 

Present shipping schedules now 
serve between 75 and 80 per cent of 
the areas in the U. S. to which jewelry 
is shipped in quantity. 


JSS success recognized 


JSS was inaugurated in order to 
speed shipments of jewelry to cus- 
tomers and to reduce shipping costs. 

Success in achieving both goals has 
resulted in widespread acceptance of 
the service, not only among manufac- 
turers, but among buyers, many of 
whom insist that their shipments be 
made by JSS. 

Official recognition was given JSS 
last September, when it received the 
Grand Award of the American Society 
of Association Executives “for having 
rendered outstanding service to the 
industry which it represents as well 
as to the American public.” See JC-K, 
November 1956 issue, page 131.) 


Jewelers Vigilance Committee 
Has Annual Conclave, Election 


New York City — The Jewelers 
Vigilance Committee held its 44th 
annual meeting January 11, at the 
Waldorf-Astoria Hotel. The affair 
was attended by leaders of the jewel- 
ry industry from all over the nation. 

G.H. Niemeyer, who was elected to 
serve his 26th year as chairman of 
the committee, presided over the 
meeting. Also re-elected were Walter 
N. Kahn as vice chairman and Leo 
L. Kaplan as treasurer. 

Notable among the JVC’s activities 
during the past year, according to 
Mr. Niemeyer’s report, was the prog- 
ress made in trying to get a single, 
unified set of “Trade Practice Rules 
for the Jewelry Industry,” instead 
of the 7 sets of rules now in effect. 

In a later report Mr. P. Irving 
Grinberg, executive vice chairman, 
stated that the Federal Trade Com- 
mission’s hearings on the proposed 
Trade Practice Rules for the Jewelry 
Industry have been set for February 
15 at the Biltmore Hotel, in New 
York City. 
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QUEEN OF THE FAIR: Although 
it happened a while ago, it’s never 


too late to appreciate beauty. 
Above is Miss Linda Lu Wynne of 
Griffin, Ga. She was chosen Queen 
of the Spalding County (Ga.) Fair 
last October. She is the daughter 
of Dozier Wynne, of Wynnes | 
| Jewelers, Griffin. 





Kodak Drops Fair Trade; 
Enforcement ‘Impracticable’ 


Rochester, N. Y.—On the last day 
of 1956, the Eastman Kodak Co. 
abandoned its Fair Trade policy. Re- 
versing its 19-year-old policy of fair 
trading, Kodak spokesmen stated that 
enforcement of fair trade contracts 
has become “impracticable.” 

In terminating all retailer fair 
trade agreements with dealers who 
handle its amateur cameras, films and 
other photographic products, the firm 
issued the following statement: 

“There are now 16 states plus the 
District of Columbia where it is no 
longer possible to have effective fair 
trade agreements, either because no 
fair trade legislation exists or be- 
cause provisions of fair trade laws 
have been held unenforceable by the 
courts. This situation has made the 
continued existence of a retailer fair 
trade agreement in the remaining 
states increasingly difficult and un- 
fair to retailers.” 

The firm stated that it still believes 
in “the principles of fair trade. While 
we wish we could continue with an 
effective fair trade agreement, we re- 
luctantly come to the conclusion that 
it is impracticable for us to do so.” 
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| GET WHAT YOU’RE PAYING 
FOR 


| When you subscribe, or renew 
| your subscription, be sure you are 
| signing up for THE JEWELERS’ 
| CIRCULAR-KEYSTONE, and not for 
| some other magazine. 

| When it’s JC-K you want, be 
| Sure you get what you’re paying 
for. 
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De Beers Raises Prices 
Of Rough Gem Diamonds 


London—The price of gem and in- 
dustrial diamonds was raised on Jan- 
uary 8 by the De Beers group of South 
Africa, which handles over ninety per 
cent of the world’s diamonds. 

An announcement which came from 
the Diamond Trading Co. (De Beers’ 
representative) here in London, gave 
the price increases as an average of 
5.7 per cent for rough gem diamonds 
and about 8.5 per cent for industrial 
diamonds. 

Since January 1954, there has been 
an average increase in the price of 
rough diamonds of about 11.5 per cent, 
coming in four announced price rises. 

This latest price increase comes 
after persistent indications that dia- 
mond demand has been far outstrip- 
ping diamond production throughout 
the world. It also closely follows an 
announcement that total diamond sales 
last year set a record of £74,500,000 
($208,600,000) as compared with the 
previous record of £74,300,000 in 1955. 


Retail prices to rise 


Since the De Beers group controls 
such a huge percentage of the world’s 
diamonds, their price increase amounts 
to an industry-wide advance. 






It is expected that price increases 
on the retail level will appear within 
a few months, reflecting the De Beers 
advance. This will occur as present 
stocks are cleared and new diamonds, 
at the new prices, find their way into 
jewelers’ inventories. 


Specific increases 


According to a later release by the 
Diamond Trading Co. Ltd., the spe- 
cific price increases are as follows: 
for American goods, 7% per cent; for 
twins and cleavages, 4 per cent; for 
maccles, flats and chips, 5 per cent, 
and for melee and collection-melee, 
2% per cent. 

“American goods,” is simply a de- 
scriptive term. It refers to those as- 
sortments that are generally exported 
to America for cutting purposes. This 
category includes roughs of 1 carat 
and up in all qualities, colors and 
shapes, producing finished gems of 
one-fifth carat and larger. 

The other categories generally refer 
to goods manufactured abroad. 

The prices of all assortments prevail 
regardless of their ultimate destina- 
tion. In other words, if an overseas 
firm bought “American goods,” it 
would pay the 74 per cent increase. 
If an American firm, on the other 
hand, purchases cleavages, or melee, 
it would have to pay the 4 per cent 
or 2% per cent increase, as the case 
may be. 








New York City—The annual ban- 
quet of the Diamond Manufacturers 
and Importers Association of Amer- 
ica, Inc., was held at the Hotel Del- 
monico, January 10. The occasion 
marked the association’s 24th anni- 
versary. 

Highlight of the evening was the 
crowning of Arlene Dahl, motion pic- 
ture actress and renowned beauty, as 
“Ambassador of Diamonds” for 1957. 
As “ambassador” for the association, 
Miss Dahl will be provided with out- 
standing diamond jewelry to wear in 
public appearances during the year. 

Stephen W. Hofman, association 
president, said during the ceremony: 
“We in the diamond industry are look- 
ing back over two record years. The 


Gems Shine at Diamond Mfrs. and Importers Assoc. Dinner 
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great prosperity of America alone 
cannot explain the record diamond 
sales, because diamonds have done 
better than other jewelry store mer- 
chandise. The reason for that is that 
diamonds have had such vigorous pro- 
motion. That is why we are appoint- 
ing an Ambassador of Diamonds.” 

Sharing the spotlight with Miss 
Dahl and Hofman were Jean H. Var. 
Praag, association vice president; Leo 
L. Kaplan, secretary; Jacques Spira. 
treasurer; Arthur S. Hirsch, general 
counsel of the association, and Ethel 
M. Friedman, executive secretary. 

The officers and directors of the 
association were installed by Judge 
Charles Marks of the Court of Gen- 
eral Sessions. 
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Chicago Jewelers Association Banquet Sparkles jeammamam 


Chicago, Ill—A crowd of well over 


1200 jewelers, their friends and 
guests, gathered in the ballroom of 
the Conrad Hilton Hotel on January 
5. The occasion was the 83rd anni- 
versary banquet of the Chicago 
Jewelers Association. 

Among the many distinguished 
guests were presidents of jewelers as- 
sociations from various parts of the 
country, prominent members of the 
jewelry industry and civic leaders. 

As a souvenir of the occasion, each 


GIFT FROM CJA: Those attending 
the 83rd anniversary banquet of the 
Chicago Jewelers Association on Jan- 
uary 5, received the Shaeffer “Snor- 
kel” pen and pencil set shown above. 


person present received a Sheaffei 
“Snorkel” pen and pencil set. 

At the beginning of festivities, an 
invocation was delivered by the Most 
Reverend Raymond P. Hillinger, 
Auxiliary Bishop of Chicago. 

Prior to the lavish dinner, which 
was served at 7:30, Alvin A. 
Lauschke, president of the CJA, de- 
livered a welcoming address. 

In speaking of the purpose of the 
organization, Lauschke said: “No 
commodity in the marts of trade de- 
pends so much on the public’s faith 
in the integrity of the merchant. In- 
deed, without that faith there would 
be no jewelry business as we know 
it today. It is to the preservation of 
the public’s faith in the ethics of our 
business that you men are dedicated.” 

Following the dinner, which fea- 
tured Rock Cornish Game Hen, there 
was a fine program of entertainment. 
This was staged, as usual, by Doris 
Hurtig, and included: Jean Carroll, 
Comedienne; the Sheppard Brothers; 
The Chords; the Sutton Bombshells; 
Jay Marshall, and the Harmonicats. 
Music was by Benny Sharpe and his 
orchestra. 

(Please turn to page 185) 
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New York City—The 55th annual 
banquet of the Twenty-Four Karat 
Club of the City of New York was 
held on January 12, in the ballroom of 
the Waldorf-Astoria Hotel. 

More than 1800 jewelers, manufac- 
turers, wholesalers and friends of the 
jewelry industry were in attendance, 
making the affair one of the largest 
in the organization’s history. 

Always a highlight of the “social 
season” of the jewelry industry, the 
function started with a reception at 
6:30. The ballroom was handsomely 
decorated with a satin-draped ceiling, 
a special lighting centerpiece and 
golden smilax on the walls. Flowers 
bedecked the tables and were massed 
on the stage. 

In addition to the dais, at which 
guests of honor and past presidents 
cf the club were seated, there were 
149 tables of diners occupying the en- 
tire main floor and two balconies. 

After the guests of honor were es- 
corted to their tables by the past- 
presidents, the national anthem was 
sung. Then, Rabbi Morris N. Kertzer, 
director of the Interreligious Divi- 
sion of the American Jewish Commit- 
tee, delivered the invocation. 





N24 Karat Club of New York Holds 55th Banquet 


BANQUET SOUVENIR: This ster- 
ling silver bar set, by Reed & Barton, 
was the souvenir presented to the 
jewelers, their friends and guests who 
attended the 54th annual banquet of 
the 24 Karat Club of New York on 
January 12. 


Alexander E. Arnstein, president 
of the 24-Karat Club, delivered a 
welcoming address. The dinner be- 
gan immediately thereafter. 

Following the sumptuous meal, a 
fine program of entertainment de- 
lighted the guests. It _ included: 
Marion Carter, mistress of ceremo- 
nies; The Winged Victory Chorus; 
Jean Carroll, comedienne; Xavier 

(Please turn to page 176) 





WMDAA Unveils New Composite 
Parts Catalog at Luncheon 


New York City—The Watch Ma- 
terial Distributors Association of 
America held a luncheon January 12 
at the Barbizon-Plaza Hotel here. 


The affair was in honor of the 
sponsors of the association’s new com- 
posite catalog of watch parts. The 
catalog, minus only a few sheets which 
were still on the high seas en route 
from Switzerland, was shown for the 
first time. 


A volume of impressive thickness, 
the complete edition of the catalog 
will be ready for distribution shortly. 
It is the culmination of years of 
planning and represents an investment 
of thousands of dollars. It will be of 
great value to every repairman in 
ordering quickly, and with accuracy, 
any needed part. 


The meeting was conducted by Stan- 
ley House, executive secretary, and 
presided over by Edward L. Endman, 
president of the association. Members 
of the executive committee were also 
on the dais, as was Henry B. Fried, 
chief editor of the new catalog. 

The association project was received 
with unqualified enthusiasm by all the 
members and sponsors who were pres- 
ent at the luncheon. 


Trifari Announces 1957 Lines 
At Fashion Editors’ Breakfast 


New York City—At a _ breakfast 
held for the nation’s fashion editors 
on January 6, Trifari, Krussman & 
Fishel, Inc., announced its new lines 
of jewelry for the 1957 Spring season. 

The emphasis in these new lines is 
on femininity and softness, in keeping 
with current fashion trends. 


The six new groups introduced are: 
“Champs Elysees,” “Colored Beads,” 


President Expected to Press 
For Minimum Wage Extension 


Washington, D. C.—President 
Eisenhower will press again this year 
for extension of the minimum wage 
law to cover some retail workers. 

Specific recommendations from the 
White House, however, are expected 
to be delayed until after the U. S. 
Labor Department completes its cur- 
rent survey of retail wages. The first 


report from this survey is not ex- 
pected to be completed until May, 
with breakdowns for areas and spe- 
cial types of merchants, probably 
including jewelry stores, coming 
later. 

This delay in completion of the 
survey will most likely mean that 
no final action on extension will come 
this year, according to Rowland 
Jones, head of the American Retail 
Federation. 














Arthur B. Sinkler, pres., Hamilton Watch Co. 


A JC-K INTERVIEW ON 


THE ELECTRIC WATCH 


One week after the dramatic 
announcement of Hamilton’s 
new electric watch, a staff edi- 
tor of JC-K traveled to Lancas- 
ter, Pa., to interview the prin- 
cipal executives involved in the 
design, production and market- 
ing of this new product. Below 
is a report of an exclusive in- 
terview granted by the presi- 
dent of Hamilton. 


© HOW DO YOU FEEL AT HAMILTON, NOW THAT A WEEK HAS PASSED 
SINCE THE ANNOUNCEMENT OF YOUR NEW ELECTRIC WATCH? 


chair and answered confidently. 


THIS was the opening question asked Messrs. Arthur B. Sinkler 
(president of Hamilton Watch Co.) and Robert B. Thompson (ex- 
ecutive vice-president of Hamilton). 


Mr. Sinkler leaned back in his 


“We are pleased with the reception that has been given our new 
electric watch. Ten years have gone into its research and develop- 
ment. We tried to anticipate every possible problem that might arise 
before we presented it. And so far, things have gone pretty much 
according to schedule. We are proud of the ‘electric,’ and we be- 
lieve that it will be an unquestioned success. 


“We had five production line ‘electrics’ actually in the hands of 


“Spring Pageant,” “Treasure Island,” jewelers months ago who were entrusted to keep the secret until such 
“Jeweled Treasures” and “Golden time as we were ready to make our introductory announcement. 
Treasures.” Each of the five men signed a bill of sale, and the watches themselves 
were kept in the jewelers’ safes. Now that the announcement has 
been made, the men may wear them, but they cannot sell them. This, 
of course, took care of the interstate commerce law and nailed down 
our claim as the first watch company in history to have sold an elec- 
tric watch, the first major change in the mechanical design of such 
timepieces in 500 years. This legal phase was just one of the prob- 
lems we had to prethink, and it indicates just how thoroughly we 
tried to prepare for the announcement. 

“The service problem has been another major concern. For the time 
being, we have decided to ask that all service on the electrics be done 
here at the factory. This, because it will take time for repairmen to 
learn the few difficult techniques necessary for the proper servicing 
of these electrics.” 


“These exciting jewels,” says the 
company’s detailed description of the 
new creations, “are designed for the 
ultra-feminine woman of Spring ’57.” 


FTC to Enforce Its Rules on 
Equal Advertising Allowances 


Washington, D. C.—The Federal] 
Trade Commission has annouced that 
it intends to strictly enforce its rules 
requiring promotion allowances to be 
offered to retailers on proportionally 
equal terms. 

In a recent ruling, the agency said 
that anything less than a general 
plan of making advertising allow- 
ances and other allowances on a 
strictly equal basis to all retailers is 
illegal. The ruling was made in out- 
lawing an advertising plan of a New 
York food importing firm. 


e WILL THIS ELECTRIC TAKE THE PLACE OF THE CONVENTIONAL SPRING-POWERED 
MOVEMENT IN ALL HAMILTON LINES? 


“No, it will by no means make existing Hamilton watches obsolete. 
That would not be good business for us or for our dealers. Our pro- 
duction is at the moment necessarily limited. It will be increased in 

(Please turn to page 187) 
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Plans Being Developed For 
Providence Jewelry Center 


Providence, R. I—A committee of 
the Manufacturing Jewelers & Silver- 
smiths of America is currently work- 
ing on plans to establish a permanent 
jewelry center here. 

Work was recently begun on a new 
office building in downtown Provi- 
dence, which seems ideally located and 
suited to the needs of such a center. 
(The new building is near both the 
Sheraton-Biltmore Hotel and Union 
Station.) 

The idea behind the establishment 
of such a jewelry center is to make 
available to the jewelry manufactur- 
ing industry a place where lines can 
be exhibited all year round, and 
where buyers may come at any time 
to get a “bird’s-eye” view of the in- 
dustry’s products. The foreign buyer 
in particular would benefit, since he 
would be able to achieve an over-all 
picture of the American industry at 
one visit. 


Preparations underway 


The association’s committee, with 
Paul Levinger as chairman, has been 
granted funds in order to prepare a 
brochure with which to acquaint the 
trade with the group’s plans. 

In addition, the committee hopes to 
inaugurate a contest at the Rhode 
Island School of Design in order to 
get some fresh ideas for setting up 
the center. 

The committee is also preparing to 
hold a series of interviews with jew- 
elry and silverware executives. 

The immediate goal is to obtain 
enough support for this important 
project early this year to give a defi- 
nite commitment for space in the 
new, modern 10-story office building. 
It is contemplated that the jewelry 
center would occupy about 11,000 
square feet of space on the third 
floor. This would accommodate show- 
eases for manufacturers’ exhibits, 
and, possibly, offices for the Manu- 
facturing Jewelers & Silversmiths of 
America 


Idea came from Germany 


The idea of the jewelry center is 
patterned to a large extent after the 
center in Pforzheim, Germany. Ac- 
cording to a number of members of 
the committee, who have made per- 
sonal visits to the Pforzheim center, 
it is a highly practical and successful 
venture. 

Levinger expressed the belief that 
the center, in addition to being a 
permanent exhibition place, could be- 
come a vital information clearing 
house for jewelry buyers all over the 
world, at relatively small cost to the 
individual manufacturer. 
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Jewelers Security Alliance Holds Annual Board Luncheon 


DNR ATRL OS 


New York City—The annual meet- 
ing of the advisory board of the 
Jewelers Security Alliance was held 
January 12 at the Waldorf-Astoria 
Hotel. 

Members of the board, composed of 
representatives of manufacturers, 
wholesalers and retailers, saw demon- 
strations of protective burglar alarm 
systems by two inventors. 

The First Deputy Police Commis- 
sioner of New York, Mr. Aloysius 
Melia, a former N. Y. District Attor- 
ney, spoke on the methods the New 
York police are using to apprehend 
jewel thieves. 

Victor A. Lambert gave a report 
on the Alliance’s finances and mem- 
bership. 

Among the prominent members of 
the jewelry industry seen at the affair 
were: (top wide photo, left to right) 
Leon J. Engel; Adolph Possin; George 
Brown; Jerome L. Grant; Harold 
Alberts and Lloyd Pattee. (Lower 
wide photo, left to right) James E. 
Hetzel; Walter N. Kahn; Irving 
Chayken; Milton Adler and H. A. 
Goldberg. 

(Photo on upper right, |. to r.) Leo 
Hennebry; Bruce McCague; Henry 
Lambert and Myron Evarts. (Photo 
lower right, 1. to r.) Victor A. Lam- 
bert; Richard C. Murphy, executive 
secretary of the JSA, and Reginald 
Reichman. 





Reds Make Time—Atomic Style 


Moscow — Radio Moscow has re- 
ported that Soviet engineers have 
devised an atomic clock which will 
lose or gain no more than one second 
in 300 years. 

The clock’s “pendulum” is a metal 
tube filled with ammonia gas, which 
is connected electronically to the syn- 
chronous motor which drives the 
movement, according to the broadcast. 

Perhaps it’s just a coincidence, but 
American engineers announced a very 
similar development some months ago 
(see JC-K. November 1956, page 130). 





Jewelry Industry Council 
Elects Officers for 1957 


New York City—At a meeting of 
the Jewelry Industry Council’s board 
of directors, held January 11, the fol- 
lowing officers were reelected for an 
additional one-year period: 

Walter B. Jaccard, Jaccard Jewelry 
Co., Kansas City, Mo., chairman; Ser- 
eno P. Davis, L&@M Kahn-Jacobson 
Bros. Inc., New York City, treasurer, 
and William E. Smith, Irons & Rus- 
sell, Providence, R. I., secretary. Al- 
bert E. Haase continues as president. 

The following new directors were 
chosen by a mail ballot of the mem- 
bership: 

Retailers: John M. Friedlander, 
Friedlander & Sons, Ince., Seattle, 
Wash.; Harry R. Gerber, Bramley & 
Co., Inc., White Plains, N. Y., and 
Philip A. Perel, Perel & Lowenstein, 
Inc., Memphis, Tenn. 

Suppliers: Stanley E. Church, 
Church & Co., Newark, N. J.; Theo- 
dore Gorenfio, Jr., The Gorenflo Co., 
Detroit, Mich.; Louis F. Krussman, 
Trifari, Krussman & Fishel, Inc., New 
York City, and John S. O’Connell, 
Towle Manufacturing Co., Newbury- 
port, Mass. 
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Position of Jeweler Analyzed 
At Gruen 1957 Sales Meeting 


Cincinnati, Ohio—The position of 
the retail jeweler in today’s economy 
and his relation to the sales picture 
in the country were analyzed by ex- 
ecutives of the Gruen Watch Co. dur- 
ing the firm’s January 1957 sales 
meeting held in New York City and 
Los Angeles, Calif. 

Edward H. Weitzen, Gruen presi- 
dent, stated: “There is an emphasis 
on the ‘new look in living’ today; on 
new merchandising methods, and con- 
sequently, on new aspects of the 
jewelers approach to the buying pub- 


lic.” Weitzen went on to outline the 
intense competition that exists today 
for the consumer’s purchasing dollar. 

“The jeweler today,” he continued, 
“finds himself in a highly competitive 
race with practically every industry 
in the country. Purchases which in 
past years would normally be made at 
the local jeweler for either a luxury 
or gift item, are being siphoned off as 
a result of this intense competition. 

“That is why it is of extreme im- 
portance for the jeweler to upgrade 
and update his sales efforts to meet 
today’s challenge. He meets this chal- 
lenge by pitching his efforts to the 
new level of good taste that reflects 
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itself in today’s living patterns; he 
attempts to give greater values and 
he must attempt to re-establish him- 
self as gift headquarters in his 
locality.” 

In setting down the efforts which 
the watch industry should make to 
aid the jeweler in this attempt to 
meet today’s changing conditions, 
Maury Ash, vice president in charge 
of marketing, went into some of the 
concrete results Gruen has achieved 
this past year. 

He stressed the importance of the 
“new look” in packaging and then 
went on to review some new paths 
Gruen has taken along these lines. 

Both Weitzen and Ash emphasized 
that these new, bold directions were 
the ones to be taken not only by 
Gruen, but by any manufacturer who 
wants to prove himself a “strong 
right arm” to the jeweler in helping 
him to maintain his traditional posi- 
tion of local gift headquarters. 


24-Karat Club Banquet 


(from page 173) 
Cugat and his orchestra, with Abbe 
Lane, and music by the Sammy Fid- 
ler orchestra. 

The souvenir of the evening was a 
sterling silver bar set, by Reed & 
Barton. 

The guests of honor seated on the 
dais were: Lester S. Wall, president, 
Jewelers Board of Trade; Herbert 
Thomae, president, Boston Jewelers 
Club; Roger H. Hallowell, president, 
Sterling Silversmiths Guild of Amer- 
ica; Walter B. Jaccard, chairman, 
Jewelry Industry Council; Dr. Morris 
N. Kertzer, director of the Inter- 
religious Division of the American 
Jewish Committee; Harry R. Gerber, 
president, ANRJA; Alexander E. 
Arnstein, president, 24-Karat Club of 
the City of New York; Gustav H. 
Niemeyer, chairman, Jewelers Vigi- 
lance Committee; Bertrand Gerstein, 
president, Canadian Jewelers Asso- 
ciation; Theodore Gorenfio, president, 
National Wholesale Jewelers Associa- 
tion; Alvin A. Lauschke, president, 
Chicago Jewelers Association; H. A. 
Goldberg, president, NJA, and 
Howard H. Sweet, president, Manu- 
facturing Jewelers and Silversmiths 
of America. 

Norman M. Morris was chairman 
of the banquet committee, with G. H. 
Niemeyer as honorary chairman. 
Other members of the banquet com- 
mittee were: Peter M. Fahrendorf, 
Harry J. Bromley, Louis F. Kruss- 
man, Reginald Reichman, W. Waters 
Schwab and Carl Van Dam. 

John H. Ballard was chairman of 
the reception committee. Other mem- 
bers were: Harold Alberts, Frederick 
A. Ballou, Jr., Sereno P. Davis, Her- 
bert L. Gardner, Jerome L. Grant, 
James H. Hetzel, Wm. Kinsman, 
Royal C. Linthicum, Jerome Rich- 
heimer, Barnett Robinson, Robt. W. 
Schick, James G. Shennan, Milton 
Weill and Edward Weitzen. 
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Chicago Jewelers Association Acts to Prevent Jewel Robberies 


Chicago, Ill.—Disturbed by the continued frequency of thefts from jewelry 
salesmen in the Metropolitan Chicago area, the Chicago Jewelers Association 
recently sent a letter to each of its members and to every wholesale jeweler in 


the area of Greater Chicago. 

The letter pointed up the existing 
situation, outlined a few preventative 
steps which could be taken, and urged 
full cooperation in a campaign to re- 
duce the incidence of these robberies. 

With the letter, the association sent 
a bulletin of instructions for jewelry 
salesmen and a map of the Chicago 
area’s police districts which included 
a list of the addresses and telephone 
numbers of all the stations. 


Unattended autos hazard 


In the bulletin to jewelry salesmen 
which the association issued it listed 
eight important steps which salesmen 
should follow to safeguard themselves 
and the merchandise they carry. 

Among the most important items 
stressed in the bulletin was the warn- 
ing: “NEVER leave your car contain- 
ing merchandise unattended if you can 
possibly avoid doing so. Always take 
your merchandise with you when you 
leave your car, even if only for a 
moment!” 

Safety devices such as burglar 
alarms and chains for cars are highly 
recommended in the bulletin. 

The bulletin also strongly suggested 
that jewelry salesmen contact the 
commanding officer of the police sta- 
tion in the district he expects to visit 
before he starts his trip. He should 
advise the police of the time of his 
visit, and where in the district he ex- 
pects to be. 

“Always be on the alert!” was 
another warning to the salesmen. They 
were advised to be on the lookout for 
suspicious individuals or cars, and to 
notify the police if they suspect they 
are being watched or followed. 


Police promise cooperation 


Offering full cooperation to the Chi- 
cago Jewelers Association and to all 
jewelry salesmen, Police Commissioner 
Timothy J. O’Conner issued a mem- 
orandum to all police officers, urging 
them to “render every cooperation 
possible to prevent any loss of prop- 
erty.” 


———___. 


Say They Found Largest Pearls 


Tokyo, Japan — Two Japanese 
pearl divers have claimed that they 
have found two pearls which are the 
largest in the world. 


The divers said one pearl weighs 
65 carats and the other 60 carats. 
Each was valued at more than $30,- 
000. They were found in the Arafura 
Sea. 


Previously the world’s largest nat- 
ural pearl was a 45-carat gem owned 
by the Queen of England. 


FOR FEBRUARY, 1957 


-" 


Fall United Jewelry Show Set 


Providence, R. I.— The executive 
committee of the United Jewelry Show 
has set May 4 through May 13 as the 
official dates for the Fall United Jew- 
elry Show. The Show will be held at 
the Sheraton-Biltmore Hotel in this 
city. Charles C. Bulkley is the show 
manager. 





Survey Shows Businessmen 
Favor Price-Line Exemptions 


Washington, D. C.—A majority of 
businessmen polled by the National 
Federation of Independent Business 
favor a “priceline” exemption from 
the retail excise tax for all articles 
selling for less than $50. 

The association says it will support 
legislation to remove excise taxes 
from any article selling for less than 
$50, and to exempt the first $50 of 
items selling for more. 

A poll of the association’s 102,000 
members showed that 51 per cent of 
the businessmen favored such legis- 
lation, while 45 per cent opposed it. 
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Obituaries 





William H. DeFrehn, prominent jew- 
eler of Saratoga Springs, N. Y., died 
at the Saratoga Hospital on December 
29. Mr. DeFrehn moved to Saratoga 
Springs in 1899 from Red Oak, Iowa, 
and entered the employ of the May- 
nard jewelry store with which he was 
associated until Mr. Maynard’s death 
in 1926. In that year he bought the 
business and continued in charge until 
his death. He is survived by his 





widow, Edna, and by several cousins 
in Pennsylvania. 


Raymond Mead, a retired Des Moines, 
Iowa, jeweler, died at the Veterans’ 
Hospital of a heart attack on Decem- 
ber 30. He is survived by four sisters 
and a brother. 


Charles R. Freed, 67, a retired jeweler 
of Mount Pleasant, Pa., died of a 


| The refining of precious metals is 


ya specialty... . our specialty for 


789 years. The accumulated experience, 
modern and improved facilities add up to 


jewelers who continue to ship their old gold, 
unsaleable merchandise, sweeps, polishings and 
sink settlings to Goldsmith. 


know-how. That is why it will pay you to 
join the ever increasing number of satisfied 





heart attack on December 14, he is 
survived by his widow, two nieces anu 
a nephew. 


Kdith Lemkowitz, of Hillside, N. J., 
died on Wecember 22. Sne had veen 
employed tor many years by Abelson's 
vewelers, Newark. She ieaves two 
prothers and two sisters. 


Mrs. Molli Juin Christiansen, of Mil- 
waukee, Wis., died on Vecember 1Y at 
Columbia Hospital of cancer. Sne had 
formerly owned a chain of jewelry 
stores on the west coast. Sne was a 
jewelry designer and had done enamel- 
ing work in the Limoges method. She 
wrote children’s books on gems and 
jewelry. She had studied at the Sor- 
bonne in Paris, the University of 
Vienna and in Cairo, Egypt, and Tel 
Aviv, Israel. She is survived by her 
husband, her mother, a sister and a 
brother. 


Charles Insalaco, owner of a jewelry 
store in North Tarrytown, N. Y., died 
on December 12. He is survived by 
his mother and a brother. 


Oscar E. Dickenson, 79, retail jeweler 
of Los Angeles, Calif., died December 
5. He leaves a son Robert. 


Solomon Sugar, 78, jewelry importer 
of Los Angeles, Calif., died on Decem- 
ber 21. He leaves three sons. 


Fred Omodt, 77, Caledonia, Minn., 
jeweler for more than 50 years, died 
at his home on December 6. He was 
in the jewelry business in Caledonia 
from 1905 until his death. He is sur- 
vived by his widow and five nieces 
and nephews. 


John James Hempstead, 80, a mer- 
chant of Fordyce, Arkansas, died at 
his home on December 31. He was 
Fordyce’s oldest businessman, having 
established a jewelry store there in 
1896. Survivors include his widow, two 
daughters and six grandchildren. 


Albert C. Todt, 65, diamond cutter of 
Los Angeles, Calif., died on December 
3. He leaves his widow, a daughter 
and a brother. 


Samuel A. Caster, retired jewelry 
store owner of St. Louis, Mo., died on 
December 6 of a heart attack. He was 
70 years old. He is survived by his 
widow, a daughter, a son, and six 
grandchildren. 


Zigmund J. Damble of Montville, 
N. J., died on December 16 after a 
long illness. He was 93. He was a re- 
tired watchmaker. He leaves a son, 
two daughters and two grandchildren. 


Thomas Fred Barnes, 84, retired jew- 
eler and watchmaker of Atlanta, Ga., 
died on December 13. He spent most 
of his adult life in Atlanta and was 
associated with Davis-Freeman and 
Latham and Atkinson. 
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Obituaries 


(continued ) 


Edgar Bichsel, general manager of 
Zenith Watch Manufacturing Ltd., 
died at Le Locle, Switzerland, on De- 
cember 15. Born at La Chaux-de- 
Fonds in 1889, M. Bichsel belonged to 
a family of watchmakers, and from 
his earliest years was active in the 
manufacture and sale of watches. He 
was the first vice-president of the 
Central Committee of the Swiss 
Watch Chamber of Commerce, and a 
member of the committees of several 
other leading organizations of the 
watch industry, including the Swiss 
Federation of Watchmakers’ Associa- 
tions and the Swiss Watch Fair. 


James A. Dunn, 52, a jewelry whole- 
saler in Tampa, Fla., died recently. 
For many years, he had been a sales- 
man for the Gerwe Brown Co., Cin- 
cinnati, Ohio, and then was. with 
Ewing Brothers, Atlanta, Ga. until 
several years ago, when he established 
his own wholesale business. Survivors 
include his widow and two daughters. 


W. Noble Birks, 58, a director of the 
Henry Birks & Sons, Ltd., jewelry 
firm of Montreal, Canada, died on De- 
cember 2. His father was president 
of the company. Mr. Birks retired in 
1950 because of ill health but re- 
mained a director. Three brothers and 
three sisters survive him. 


Samuel Colitz, 78, founder of Colitz 
Jewelry Company of Pawtucket, R. I., 
died in Hollywood, Fla., on December 
31. He had retired from business in 
1936. He is survived by his wife, a 
daughter, a son, four sisters, two 
brothers and _ several nieces and 
nephews. 


Arno Dorst, 77, president and treas- 
urer of the Dorst Jewelry Co., Cin- 
cinnati, Ohio, died Dec. 18 following 
a short illness. He served for over 
half a century as president of the 
manufacturing firm, which was 
founded by his father, the late Jacob 
Dorst, more than 75 years ago. Mr. 
Dorst was a past president of the 
Cincinnati Credit Men’s Association 
and a 32d degree Mason. 


William McCracken, a weil known 
jeweler of Scranton, Pa. prior to his 
retirement five years ago, died Jan. 
10 after a long illness. He had been 
associated with the old H. A. Connell 
Jewelry Store until his retirement. 


Harold Kramer, 45, jeweler of Erie, 
Pa., died of a heart attack Dec. 29. 
He was the son of Benjamin Kramer 
who established the jewelry business 
in Erie many years ago. Mr. Kramer 
also operated the Presque Isle Motel. 


FOR FEBRUARY, 1957 


Clayton F. Filsinger, 49, expert dia- 
mond setter and proprietor of Clay- 
ton’s Jewelry and Gifts Store, Buf- 
falo, N. Y., died Dec. 24. Known in 
the trade as one of Buffalo’s best dia- 
mond setters, Mr. Filsinger went into 
business for himself eight years ago. 
He became an apprentice jeweler 
at 14. 


Kenneth L. Chamberlain, 38, 
of his own jewelry store in Van Nuys, 
Calif., died on January 6. He is sur- 
vived by his widow and two daughters. 


Reuben Guss, 60, a retired watch- 
maker of Los Angeles, Calif., died on 
January 7. He is survived by his 
widow. 
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Our best advertisement — 16,000 satisfied jewelers 


“The purchase of our 
New Hermes was 
one of the 
smartest moves 
we ever made.” 


Charlie C. Peterson 
Jeweler 
Gladwin, Mich. 
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Ask 
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jeweler 
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owns 
one! 





Pay 
out 


of 


profits ‘ 


easy 
time 
payments. 


Write for Booklet G\ 


13-19 UNIVERSITY PLACE. NEW YORK 3.N. Y. 





" Grown by 
Living Oysters 
“ee 


NECKLACES and EARRINGS 
at attractive prices 











VMONDS 


Important single stones in 
fancy and round— 

rare colored diamonds 

of natural color 

write, wire or phone 


MARTIN |. HARMAN 


36 W. 47 St., N.Y. 36, N.Y. 
Plaza 7-2546 


























USE 
Jewelers’ Circular- 
Keystone 
Classified Section 
For Best Results 

















ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 


108 FULTON ST., NEW YORK 38, N. Y. 














Manufacturer to Retailer 


Quality Costume Jewelry 


FREE—sensational displays—mat service 


Fantasy of Jewels 


18-20 W. Sist St., New York 1, N. Y. 














180 


NEW ah YORK 


The Horological Society of New York 
held its first meeting of 1957 on Jan- 
uary 7 at the Capitol Hotel. Jean P. 
Savary, president, conducted a short 
business meeting during which Henry 
Fried, a past president of the society 
(and JC-K’s horological consultant) 
made a strong appeal on behalf of 
the society’s Associate Membership 
drive. The highlight of the evening 
was a talk given by Brooks Palmer, 
associate curator of New York Uni- 
versity’s new Museum of Clocks and 
Watches. The talk dealt with the uni- 
versity’s collection and was illustrated 
by the use of color slides. Another 
attraction of the evening was an ex- 
hibition of old watches organized and 
presented by Harold Rapp of the 
Bulova Watch Co. 


The Watchmakers Association of New 
Jersey held a meeting January 8 at 
the Irvington House, Irvington, N. J. 
During the meeting, a Branson Ultra- 
sonic Corporation representative dem- 
onstrated a “Sonogen” Electronic 
Generator and its cleaning action. The 
association announced plans, during 
the meeting, to create a new guild in 
Central New Jersey. Lou De Franco, 
of De Franco Bros., New Brunswick, 
N. J., has been appointed chairman 
to handle the formation of the guild. 


The Bowery Jewelers Association 
sponsored a Christmas party for un- 
derprivileged children during the holi- 
day season. It was held at the Eliz- 
aheth Street police station. Police 
Commissioner Stephen P. Kennedy 
attended. 


Bickson, Inc., manufacturer of gold 
and costume jewelry, has announced 
nlans to move from its old address at 
270 Park Avenue to new quarters at 
120 Fast 56th Street. 


The Watchmakers of Switzerland In- 
formation Center has announced that 
its technical director, Jean P. Savary, 
will be addressing a number of West 
Coast meetings this month. Mr. Sa- 
vary will discuss technical develop- 
ments in the Swiss watch industry 
and their meaning to American watch- 
makers and jewelers. He will also 
sneak about the Spring promotion of 
“Watch Inspection Time.” Savary’s 
itinerary includes Denver, Salt Lake 
City. Los Angeles, San Francisco, 
Portland and Seattle. 


The Jewelers Outing Club will hold 
its 33rd anniversary dinner and show 
February 20. The affair will be held 


at the Tavern-on-the-Green, and will 
begin at 6:15 P.M. Inquiries should 
be made to Joseph H. Frier, Jr., 7 Dey 
Street, N.Y.C. 


The East Side Jewelers Association 
met January 17 at Reichman’s Res- 
taurant. The members enjoyed re- 
freshments and dinner, and discussed 
a number of topics of interest. The 
following officers were elected for 
1957: Adolph Pusrin, president (for 
the 8th time!); Harry Fine, vice pres- 
ident; Joseph Gross, treasurer; Lou 
Schved, secretary and Jack Kirschen- 
baum, chairman of credit information. 
Five trustees were also elected. 


At a meeting held January 8 at the 
Sheraton Astor Hotel, the Retail 
Jewelers Association of Greater New 
York elected its officers for 1957. 
They are: Harry Wexler, president; 
Leo Wiener, vice president for Man- 
hattan; Maxwell Mittleman, vice 
president for the Bronx; Leo Rob- 
erts, vice president for Brooklyn; 
Salvatore Frassinito, vice president 
for Long Island; Bennet H. Schwartz, 
secretary; E. Werner Gross, treas- 
urer, and Arthur Calamar, field sec- 
retary. Installation of these officers 
will take place February 12 at Ros- 
off’s Restaurant. Mike Wilson, presi- 
dent of the New York State RJA, 
will be the installing officer. 


Rudolph’s Jewelers of Syracuse, N. Y. 
recently held a 50th anniversary ban- 
quet. The affair was held at the 
Hotel Syracuse. During the ban- 
quet, a plaque was presented by the 
Rudolph employees to B. G. and M. 
H. Rudolph, the firm’s president and 
vice president. The Rudolph organiza- 
tion has 39 stores throughout New 
York State, New Jersey, Massachu- 
setts and Vermont. 


Wilson’s Leading Jewelers, Inc., a 
chain jewelry organization with head- 
quarters in Syracuse, N. Y., has an- 
nounced plans to open a new store in 
Shop City shopping center, Syracuse. 


New Registered Jewelers Cited 


Tom Cook, Jr., of Berkeley’s, Inc., 
Daytona Beach, Florida, has_ been 
granted the title of Registered 
Jeweler by the American Gem Soci- 
ety. 

Roger V. Kaller, of Kaller’s Jewelry 
store, Riverhead, N. Y., has also been 
awarded the Registered Jeweler title 
by the AGS. 
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Executive Appointments 








C. R. McLean has joined the Towle 
Manufacturing Co. of Newburyport, 
Mass., as manager of merchandising 
for Towle Sterling and Contempra 
House, a division of Towle. McLean 
comes to Towle following two years 
as manager of the special products 
division of the Hoover Co., of Ohio, 
where he developed the distribution 
and sale of a line of electric house- 
wares. For 12 years prior to that, he 
was with the General Electric Co. in 
its small appliance division. 


The Gruen Watch Co. has announced 
that Ralph E. Barrett has been pro- 
moted to the position of advertising 
manager, and Ralph M. Somerfield to 
that of sales promotion manager. At 
the same time, Maury Ash, Gruen vice 
president in charge of marketing, an- 
nounced the appointment of Frank M. 
(“Buck”) Rogers as field sales mana- 
ger for the firm. Rogers has been a 
salesman and supervisor since enter- 
ing the jewelry field in 1945. 


James D. Grant has been appointed 
“Shaver Product Manager” of the 
Ronson Corp., it has been announced. 
The position is a newly-created one. 
Its objective is “to more aggressively 
merchandise Ronson shaver products,” 
according to sales manager Herbert 
M. Stein. Grant will coordinate Ron- 
son Electric Shaver sales nationally. 
He was formerly sales promotion 
manager at Landers, Frary & Clark. 
He is a member of the Sales Promo- 
tion Executives Association. 


Grant Parker 


George Parker has been named as- 
sistant to the vice president in charge 
of export sales for the Parker Pen Co. 
His former position of export ad- 
vertising manager will be assigned 
to Joseph W. Biety, who has been 
Parker’s assistant advertising man- 
ager of domestic sales since 1955. 
Parker is a grandson of the founder 
of the Parker Pen Co. 


Carleton P. Adams has been ap- 
pointed manager of advertising and 
public relations for Gladding, McBean 
& Co., manufacturer of ceramic prod- 
ucts, Los Angeles, Calif. Adams has 
had extensive experience in indus- 
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trial advertising, having served most 
recently as west coast public relations 
representative for the Yale & Towne 
Manufacturing Co. He is a former 
director of the Eastern Industrial Ad- 
vertisers Association. 


Jerome Allen Gonicberg has _ been 
elected president of the National 
Chain Co., Providence, R.I. For the 
past 2 years he has been head of the 
production and order department of 
the firm. Prior to that, he had been 
employed as an industrial engineer in 
the electronics and needle industries. 


Gonicberg Mulvany 


Craig Mulvany has been appointed 
vice president in charge of sales by 
the Electric City Box Co., manufac- 
turer of jewelry cases in Buffalo, New 
York. Mulvany has been traveling for 
the concern for a good many years 
throughout the midwest territory. 


J. R. Wood & Sons, Inc. has an- 
nounced the appointment of Tom 
Bowker to the newly-created position 
of Assistant to the President. Bowker 
has been eastern district representa- 
tive for Artcarved Diamond and Wed- 
ding Rings, and is particularly well- 
known in N. Carolina, Virginia, Mary- 
land, Delaware and Washington, D.C. 
His new post will keep him at Wood’s 
New York office for part of the year. 





Herman 
“Hy” 


Haltzman 


Herman “Hy” Holtzman has _ been 
named general manager of A. Jaffe 
& Son, Inc., of New York City. Holtz- 
man was formerly with Kaspar & 
Esh, and was in charge of that firm’s 
merchandising, sales and customer 
relations departments. He has also 
been in the retail jewelry business. 


Precious and 
Semi-precious 


STONES 


Star Sapphires Cat's eyes 
Emeralds Rubies 
Sapphires Aquamarines 
Peridot Amethyst 
Jade Turquoise 


RINGS 
Precious Stones 


in appealing mountings 
for ladies and gentlemen 
Memo selections sent promptly 


Allan Caplan 


2 West 46th St. 
New York 36, N. Y. 
Plaza 7-1560 








BUILD YOURSELF A PERSONAL 


REFERENCE LIBRARY 

Each month, JC-K brings you 
a wealth of helpful ideas on pro- 
motion, merchandising, advertis- 
ing, publicity, modernization and 
many other subjects directly in- 
volving your business. 

Be sure to save your copies of 
JC-K, every month of the year. 
They comprise a reference |i- 
brary of the jewelry business. 

Then, in January, save the edi- 
torial index. It is your reference 
guide to your own reference 
library. 

















Plenty—Pienty of appeal when the name is hand- 
crafted in sterling by Leonore Doskow on this | 
necklace. The price is appealing—$3.50 retail plus 
tax, any name up to 7 letters included in this price. 
Additional letters 50¢ each. 

New York Gift Show—Room 605 

New York Trade Show Building 


LEONORE DOSKOW, INC. 
MONTROSE NEW YORK 
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NEW 


An exhibition, The Odd and the Ele- 
gant in Silver, has opened in the 
gallery of the Towle Silversmiths, 
Newburyport, Mass. The exhibition 
will continue through September of 
this year. This will enable tourists 
and student groups to see it. The 
exhibition is complemented by a 
presentation of the story of silver, 
going back 5000 years, told on panel 
backgrounds in the Gallery. 


W. Waters Schwab, president of J. R. 
Wood & Sons, Inc., has announced the 
retirement of Elmer Harrison, New 
England district representative for 
Artearved Diamond and Wedding 
Rings. Harrison has been in the 
jewelry business for 35 years, and 
with Artcarved since 1930. He and 
his wife plan to move to Florida. 


Mrs. Lloyd Howe, owner of Hollis S. 
Howe, Jewelers, 19 Main Street, Con- 
cord, Mass., has been elected treasurer 
of the Concord Chamber of Commerce 
for 1957. 


The Boston Jewelers Club met in an 
all-day session at the Algonquin 
Club on January 25 and settled the 
final details for the club’s 69th an- 
nual banquet. The affair was held at 
the Hotel Statler on February 2. Full 
details will be included in next month’s 
issue. 


Latest edition of the sound and color 
film, “A Diamond is Forever,” was 
enjoyed by members and guests at- 
tending the January 10th meeting of 
the New England Guild of the Amer- 
ican Gem Society at Boston’s Museum 
of Science. Following the film, a 
laboratory session was held. 


Bowling was resumed by the 10 
member-teams of the Boston Jewelers 
Bowling League on January 8, fol- 
lowing a holiday lay-off which ieft 
the A. Stowell Company in the lead. 


Nearly 100 members gathered at the 
Waltham Watch Company’s cafeteria 
for the January 15th meeting of the 
Horological Society of Massachusetts 
and enjoyed three films—“The Chron- 
ograph,” “Repairs for Profit,” and 
“Answers that Sell.” The February 
meeting, on the 19th, will be known 
s “Waltham Night.” A membership 
contest was begun on January Ist, 
with a top prize of a $10 Bulova Ma- 
terial Cabinet to go to the member 
bringing in the largest number of new 
a between that date and June 





ENGLAND 


The Thomas Long Company’s Em- 
ployees Association held its annual 
winter party at the Fensgate Hotel 
on January 9, with a social evening 
and games followed by dancing. 


At a recent meeting of the Manufac- 
turing Jewelers and Silversmiths of 
America, Inc., Archibald Silverman 
was elected the association’s first 
honorary member. Silverman was a 
Providence, R. I., jewelry manufac- 
turer for many years, and is a past- 
president of the association. He is 
now retired. It was under his leader- 





Silverman 


ship, 30 years ago, that the MJSA 
moved its offices to their present lo- 
cation. It was also during his regime 
that publication of the Jewelers’ 
Buyers’ Guide was begun. Silverman 
has been listed in “Who’s Who in 
America” since 1932. 


The Patek Philippe clock which works 
by the light of the sun, and which 
Shreve, Crump & Low Company ar- 
ranged to be exhibited at Boston’s 
Museum of Science recently, attracted 
the attention of the Boston Herald’s 
popular columnist Rudie Elie. He 
publicized it in his column under the 
heading, “Give It This Day Its Daily 
Light.” Laurence Curtis of Shreve, 
Crump & Low’s leather goods depart- 
ment, is recuperating from a major 
operation. 


Gordon Brothers, 38 Bromfield St., 
Boston, recently completed the liqui- 
dation of the Singer Jewelry Store in 
Chevy Chase, Md. A post-Christmas 
mailing, covering the firm’s appeal for 
surplus stocks, has just gone to some 
16,000 jewelers all over the country. 


Mrs. Rose Marshall, head bookkeeper 
with the Travis-Farber firm, 909 
Jewelers Building, Boston, captured 
first prize in a slalom skiing contest 
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New England News... 


(Continued ) 


at Stowe, Vt., over the New Year 
holidays. 


Henry Desjardins, Beverly, Mass., 
jeweler, whose newly remodeled store 
was opened just before the holidays, 
was seriously ill during the month of 
December, and was unable to be at 
the store during the rush. 


Miss Elaine Barber, of the office staff 
of I. Alberts’ Sons, Jewelers Building, 
Boston, was married January 6, and 
returned after her honeymoon as Mrs. 
Nathan Gans. 


The quarters of the Louis F. Guiness, 
Inc., firm, 710-711 Jewelers Building, 
were remodeled and redecorated dur- 
ing the holidays. 


The Benjamin J. Striar jewelry store, 
Bangor, Maine, has moved from Ex- 
change Street to a new and better 
location on Hammond Street. 


Word has been received in New Eng- 
land that Russell Ferguson, who re- 
tired from the jewelry business in 
Ware, Mass., last year and went to 
Florida, has been seriously ill. 


Jack Peyser, of the jewelry firm of 
Ross & Taylor, 717 Washington 
Building, became the father of a girl, 
Anne, on December 24. 


George J. Fremau, jeweler of Bur- 
lington, Vt., sold out his business and 
retired in January. 


Henry J. Danielson, jeweler of Put- 
nam, Conn., is selling his stock, clos- 
ing his store, and retiring from the 
business. 


Mark P. Herschede, jeweler of Cin- 
cinnati, Ohio, sent a clipping from the 
front page of the Cincinnati Times- 
Star to the J. and S. S. DeYoung 
Company, 517 Washington Building. 
It showed a picture of Miss Peggy 
Davis displaying a bracelet and ring 
set with five perfectly matched star 
rubies which are from the _ world- 
famous DeYoung collection. In addi- 
tion to the rubies, the ring contains 
two kite-shaped diamonds, and the 
bracelet has eight large diamonds and 
184 small ones. The set was featured 
as a Christmas gift at “$69,000—Gift 
Wrapping Included!” 


The name of the jewelry firm of 
Sanger & Company, 5th floor, Wash- 
ington Building, Boston, was changed 
on December 1 to Sanger Jewelry 
Company, Inc. 


Norman Sharpe has been placed in 
charge of jewelry, watches, and sil- 
verware at the Mendelsohn & Terban 
Company, 412-416 Washington Bldg. 


Dexter A. DeLano, who has been as- 
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sociated with the firm of William 
Hoeckel, 301 Washington Building, 
for the past 11 years, purchased the 
business when Mr. Hoeckel retired 
on January 1. The firm is known now 
as Hoeckel & DeLano. 


William McKinnon, salesman for 
Barry & Epstein, 400-401 Washing- 
ton Building, is back behind the 
counter after serving 2% years with 
the U. S. Army. 


Edmund Reed, formerly with Cooks 
Jewelry, Middleboro, Mass., is a new 
watchmaker with Kettell, Blake & 
Read, Washington Building. He re- 
places David Kupelian, who is now 
with the Massachusetts Institute of 
Technology’s laboratories. 


The Boston jewelry store, Homer’s, 
44 Winter Street, held its 75th anni- 
versary sale in January. 


Charles Rosann, for many years lo- 
cated at 1024 Main Street, Bridge- 
port, Conn., doing trade work, has 
purchased the retail business of 
Baum’s Jewelry Store, 1083 East 
Main Street, and is operating it as 
Charles Rosann, Jewelers. He has 
added several new lines and fixtures. 


R. H. Robertson, jeweler, formerly 
located at Summer & 8th Streets, 
Stamford, Conn., has moved to the 
new Town & Country Shopping Cen- 
ter at 2581 Summer Street, where 
new fixtures have been added to the 
much larger store. 


Karelis Jewelers, Haverhill, Mass., 
opened a new store on Essex Street, 
Lawrence, Mass., on December 5th, 
under the management of Joseph 
Barrett, for many years associated 
with Scott Jewelry Company. 


Stanley A. Szwed, who operates 
Swede’s Jewelry Stores in Windsor 
Locks and Thompsonville, Conn., and 
Agawam, Mass., has taken over the 
Ralph J. Atwell store in Middletown, 
Conn., and has changed the name to 
Swede’s. 


Edward Hill, formerly associated with 
Shawmut Jewelry Company and with 
Filene’s jewelry department, Boston, 
purchased the Horace D. Manning 
jewelry store, Wolfeboro, N. H., and 
took over its operation Jan. 1. 


Thomas Finnerty, of Hub Material 
Company, Washington Building, is 
now traveling for the firm in New 
York State. 


Paul C. Lifset, New England repre- 
sentative for the N. I. Goodman, Inc., 
firm, 1006-7 Jewelers Building, left 
that position Jan. 1. 


Roger D. Smith, vice-president of 
Shreve, Crump & Low Co., Boston, 
died Dec. 19, 1956. 
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JEWELRY DESIGN 
SERVICE TO THE TRADE 


* (See designs in this issue on page 90) 


Designer of many award-winning pieces. 
Immediate attention given requests for 
suggested sketches to solve your stock 
designing problems or special order 
remount designs for customers’ stones. 
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NEED CASH? 
WE WILL HELP! 


Want to turn surplus stock into cash, 
pay off debts, settle an estate, or 
perhaps sell your business for cash? 
WE WILL HELP. A fact substanti- 
ated by our 35 year record of suc- 
cessful 


FLAT on AUCTION 
SALES 


or a combination of both 


WE GUARANTEE 
100¢ ON THE $-PLUS FOR YOUR STOCK 


Your reputation will be guarded. 


* 

@ You will have a more popular store when 
sale is over. 

@ Your business will be permanently increased. 

@ We will interview you at our expense with- 
out obligation to you. 

@ We specialize in buying stores for cash. 


WRITE — WIRE — PHONE 


COLMES & BRILL 


AUCTIONEERS 


45 W. 45th St., New York City 
JUdson 6-2334 
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Simmons Officers, Directors 
Chosen for the Coming Year 


Attleboro, Mass.—The R. F. Sim- 
mons Co., jewelry manufacturers, 
held a stockholders meeting recently. 
During the meeting, directors, were 
elected for the coming year. 

The new directors are: Marian 
Sweet Armstrong; William K. Gold- 
thwaite; George C. Spellmeyer; Har- 
old E. Sweet and Hayward H. Sweet. 

At a director’s meeting immediately 
following, Harold E. Sweet, formerly 
president and treasurer, was elected 
chairman of the board. Hayward H. 
Sweet, formerly executive vice presi- 
dent, was elected president, and George 
C. Spellmeyer, formerly sales man- 
ager, was elected vice president in 
charge of sales. 


‘Moon’ to Have Gold Exterior 


Detroit — The earth satellite, or 
man-made “moon,” which is expect- 
ed to be launched this summer, will 
have a coating of pure gold. 

A last-minute change in Navy spe- 
cifications calls for a gold plating 
one-30,000th of an inch thick. Orig- 
inally, the Vanguard satellite was 
scheduled to have a silvery outer 
coat. No explanation of the sudden 
change was offered by the Navy. 


Nat'l Bridal Service Chooses 
VP and Board of Advisors 


Rock Island, Ill—National head- 
quarters for the National Bridal ser- 
vice, in this city, has just announced 
the election of Joe Foster, of Capps 
Jewelers, Athens, Ga., as vice presi- 
dent of the NBS. 

Foster has served two terms as re- 
gional chairman for the southeastern 
district of the NBS. 

Jerry O’Conner, of Rock Island, 
continues as president. 

The announcement also listed the 
organization’s Board of Advisors for 
1957. It consists of: Gilbert Kuhn, 
Kuhn Jewelers, Russell, Kans.; Dozier 
Wynne, Wynnes Jewelers, Griffin, Ga.; 
T. J. Frutchey, E. J. Scheer, Inc., Roch- 
ester, N. Y.; Jack Sawyer, Sawyer 
Jewelers, Laconia, N. H.; Mrs. Mary 
MecManis, M. W. Davis Jewelers, Las 
Vegas, Nev., and Charles F. Morgan, 
Desbouillons, Inc., Savannah, Ga. 


Becomes Certified Gemologist 


Kansas City, Mo.—Charles B. 
Thistle, of the Woodstock - Hoefer 
Watch and Jewelry Co., 18 East 11th 
Street, this city, has been awarded 
the title of Certified Gemologist. 

The title was conferred by the 
American Gem Society, and is the 
highest title given by the society. 








‘Watch Inspection Time, Backed by Swiss, Due in March 


a4 z ad Bow 
oe 5 , a fe | 


UP-TO-DATE TRADITION: The traditional dependability of the jeweler-watch- 
maker, and his modern skills in servicing today’s complex timepieces, will be the 
theme of the forthcoming national “Watch Inspection Time” promotion. The 
promotion will run from March 25 through April 6. A full-page color ad will be 
run in a forthcoming issue of “Reader’s Digest” by the Watchmakers of Switzer- 
land, who are sponsoring the national promotion. Many types of dealer aids are 
available to retailers from: The Watchmakers of Switzerland Information Center, 
Inc., 730 Fifth Avenue, New York 19, N. Y. 
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Merger of Jewelry Associations Near Completion | 


New York City—The amalgamation of the American National Retail Jewelers | 


Association and the National Jewelers Association is nearing its completion. 
This was made known by an announcement issued January 21 by Philip E. 
Hoffman, chairman of the Coordinating Committee of the two organizations. 


Hoffman stated that during recent meetings, the delegates of the two groups | 


had succeeded in resolving all major difficulties. 


Although certain aspects of the 
merger still remain to be worked out, 
there is now little doubt left that the 
long-awaited change will soon be ac- 
complished. 

Because of the complexity and size 
of the two organizations, a number of 
legal and technical problems exist. In 
view of these problems, a target date 
of October 1, 1957, has been set for 
the formal and final joining of 
ANRJA and NJA. There is every ex- 
pectation, said Hoffman, that this 
schedule will be met. 

The current members of the Coor- 


dinating Committee, which has pro- 
duced the agreement on major issues, 
are: 


car Kind, Jr., 


Cott and Harry Gerber. 


Charles M. Isaac, 
president of the ANRJA, and Wil- 


liam Wagner, executive secretary of | 


the NJA, have both been acting as 


advisors to the Coordinating Com- | 


mittee. 





Japanese Pearl Group Formed 
To Stop Export of Poor Pearls 


Tokyo—An organization known as 
the Japan Pearl Promoting Society 
has been formed here to campaign for 
the stoppage of exports of inferior 
grade cultured pearls. 

Word of this group was received 
by JC-K from Yoshitaka Mikimoto, 
president of the society and associ- 
ated with the firm of K. Mikimoto 
& Co. Ltd. of this city. 

According to Mr. Mikimoto, the 
organization was formed because of 
criticism from buyers and because 
the export from Japan of inferior 
grade cultured pearls damaged the 
reputation of the industry as a whole 
and caused a drop in pearl prices. 








SILVERWARE 
SALESMEN 


Top experience commission 
salesmen wanted in most sec- 
tions of the country. Fine line 
of English sterling and plate— 
E.P.C., E.P.N.S., and pewter. 
Most important English pro- 
ducer with great productive 
capacity, New York City ware- 
house. Medium to top quality in- 
cluding some promotion items. 
Some established business with 
leading department stores. Ex- 
cellent customer relations es- 
tablished by associated com- 
pany. 

Also an opportunity for a 
N. Y. area sales manager to 
work from our Fifth Avenue 
showrooms on an interesting 
commission basis. 


FINE CHINA ASSOCIATES, INC. 


362 Fifth Avenue, New York 1, N. Y. 
Wlsconsin 7-7583 
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The campaign of the society is 
being spearheaded, said Mr. 
moto, by the Japan Pearl Exporter’s 
Association. 
industry lending 


its support, 


Success. 





CJA Banquet... 
(from Page 172) 


Seated at the dais 
banquet were: Alvin A. Lauschke, 


(from the NJA) H. A. Gold- | 
berg, Seymour Greenberg, B. G. Ru- | 
dolph, Herman Wasserman and Fred | 
B. Dreifus. (From the ANRJA) Os- | 
Howard I. Michaels, | 
Arnold A. Schiffman, Kenneth I. Van | 


executive vice | 


Miki- | 


during the | 


CJA president; Most Reverend Ray- | 


mond P. Hillinger, D.D., Auxiliary 
Bishop of Chicago; David E. New- 
man, Harry E. Radix and Howard D. 
Scheaffer, honorary members of the 
CJA; the Hon. Richard J. Daley, 
Mayor of Chicago; Capt. A. C. Bur- 
rows, commanding officer of the U. 
S. Naval Training Center, Great 
Lakes, Ill.; G. H. Niemeyer, chair- 
man, Jewelers Vigilance Committee; 
Harold H. Sweet, president, Manu- 
facturing Jewelers and Silversmiths 
of America; Col. John W. Hammond, 
deputy post commander, Fort Sheri- 
dan, Ill.; Alexander E. Arnstein, 
president, 24 Karat Club of the City 
of New York; Harry R. Gerber, presi- 
dent, ANRJA; Bertrand Gerstein, 
president, Canadian Jewelers Asso- 
ciation; Theodore Gorenflo, president, 
National Wholesale Jewelers Associa- 
tion; Herbert L. Thomae, president, 
Boston Jewelers Club, and Lester S. 
Wall, president, Jewelers Board of 
Trade. 

The chairman of the banquet com- 
mittee was Marshall R. Spies. The 
rest of the committee consisted of: 
Webb C. Ball, Charles G. Brown, 
Charles B. Ellbogen, Albert H. 
Greene, R. Schell Hulbert, David E. 
Newman, James H. Swartchild, and 
Francis V. Healy. 

James H. Swartchild was chairman 


of the reception committee. 
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Exquisitely designed crosses with 


s chain and beautiful white and gold 
Not only is the entire | - 
he | : 
stated, but the government is also | 
cooperating to make the campaign a | 


satin-lined disploy package. Write 
for our free 24 page illustrated 
catalog showing complete line. 


BARRASSO & BLASI. iwc. 


Newark, N. J. 
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illustrated above by 
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10k and 14k GOLD 


Write your wholesaler 
for catalog 
showing complete line. 
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because it's de- 
signed to put 
that buying 
sparkie in the 
eyes of cus- 
tomers ...and 
priced to please 
everyone, even 
you, the dealer. 


2A Actual Size 


A BRIGHT BUY! Lustrous simulated pearl is 
surrounded by marquise and peorshaped 
rhinestones, cut and set with the care of 
rare gems . available in 14 colors 
#1757 Matchine Earrings 5.00 

keystone ) 


#75) Pir 6.00 
(xeystone ) 








2508 VINE STREET 
CINCINNATI 19, OHIO 
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Office force of the Bauman-Massa Jewelry Company photographed on Decem- 


ber 9, 1956, the date of the formal opening of their new premises at 312 


Arcade Building, Saint Louis, Missouri. 


Irving Segal has been elected presi- 
dent of the Detroit Jewelry Sales As- 
sociates for 1957. Other officers are: 
George D. Cohn, vice - president; 
Leonard Brown, secretary; and Her- 
bert Segal, treasurer. Members 
elected to the board of directors are: 
Leonard Brown, George D. Cohn, 
Dave Goldstein, Thomas Johnson, 
Phil Rothschild, Herbert Segal, Irv- 
ing Segal and Louis Zimmerman. The 
group’s spring Detroit Jewelry Show 
is scheduled for February 17-19 at 
the Statler Hotel. Phil Rothschild 
heads the show committee. 


The first 1957 dinner meeting of the 
Greater Detroit Jewelers Association 
was held on January 8. The meeting 
was held at 6:30 P. M. at the Calvert 
Catering Company. Plans and pro- 
grams for the year were discussed. 
Harry Clark is the Association pres- 
ident for 1957. 


Edward Herschede, Jr., a_ retailer, 
has been reelected president of the 
Cincinnati 24 Karat Club. The elec- 
tion was made at an annual dinner 
meeting at the Cincinnati Club on 
January 15. Other officers for the 
year are: first vice-president, Victor 
Youkilis, wholesaler; second vice- 
president, Karl J. Mouch, retailer; 
third vice-president, Hans Demmer, 
watchmaker; secretary, James L. 
Goode, retailer; and treasurer, Rob- 
ert Hengehold, manufacturer. Maury 
D. Solomon of the Gleeson Jewelry 
Co., Inc., Louisville, Ky., presided as 
master of ceremonies. He presented 
an engraved plaque to Harold R. 
“Doc” Haerr for his services as pres- 
ident during 1954 and 1955. 


Directors of the Cincinnati Whole- 
sale & Manufacturing Jewelers As- 
sociation were elected at an annual 
dinner meeting Jan. 8 in the Cin- 
cinnati Club. They are: Cherrington 
L. Fisher, Charles K. Stern, Eugene 
Swigart, Joseph Haas, Harry W. 
Schwettman, Julius D. Jacobs, Jr., 
James N. Heldman, William Drie- 
haus, Robert Hengehold, Victor You- 
kilis, and John R. Cassedy. 





Wendell & Company of 55 East Wash- 
ington Street, Chicago, Ill., has cre- 
ated a monstrance for St. Raymond’s 
parish of Joliet. The precious metals 





Bs. 


, 


— 


and precious gems used in the 31- 
inch-high piece were donated by St. 
Raymond parishioners. 


W. E. Pierpont retired from the Ham- 
ilton Watch Company on February 1. 
He was north-central district sales 
manager in the Hamilton Chicago 
office. He had been with the company 
for 20 years. He was succeeded by 
Donald Blank, who has been with 
Hamilton since June, 1954. Pierpont 
will continue active as manager of 
a long-established family jewelry 
store in his home town of Waterbury, 
Connecticut. 





Pierpont 


Elton Combo of Omaha has been 
named general chairman of the con- 
vention of the Nebraska Retail 
Jewelers Association to be held in 
Omaha on April 6-7. 
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The Electric Watch 


(from page 174) 


accordance with our ability to train 
personnel to assemble a_ product 
worthy of the dependability asso- 
ciated with Hamilton watches. The 
situation somewhat parallels’ that 
which accompanied the introduction 
of automatics. Today we find stem 
wounds still selling, while automatics 
gain public acceptance. And _ still 
there is a job to be done, educating 
more people on the desirability of 
automatics. It takes time for public 
acceptance. Frankly, we expect it to 
be a number of years before our pro- 
duction of electrics will create 
any problem of making the spring 
powered watch obsolete. By that time 
we expect this problem will have 
taken care of itself through the law 
of supply and demand.” 


e WHEN WILL THERE BE A LADIES’ MODEL? 


“Not before two and more likely 
five years. Further research will be re- 
quired and with that would come the 
necessity of selling a new style trend 
to the American woman. All of this 
takes time. Up to this point the style 
trend has been toward small and still 
smaller watches for women and the 
narrow band continues its appeal. 
Thus, to make an electric watch 
which would answer the fashion de- 
mands of today’s woman is quite a 
problem. Just getting the man’s elec- 
tric down to its present size has been 
a prodigious undertaking.” 


e WHO WILL BE ABLE TO GET ONE AND WHEN? 


“Needless to say, we have received 
thousands of orders, wires, telegrams 
and phone calls, even from consumers, 
all wanting the first chance at the 
electric. One dealer offered to pur- 
chase 1,000 watches—name our price 
—to be sold in a one-day promotion 
across the country. Of course, we 
had to refuse. In such an important 
event as this, we must, and are, giv- 
ing every Hamilton dealer as equal 
a break as is humanly possible. 
Orders are being accumulated, and 
every effort will be made to ship on 
an equitabie basis, so that no one 
dealer will be given preference over 
another. Each jeweler will receive a 
promotional kit and at the same time 
his allotment of watches (depending 
on our production and how the orders 
come in). On an announced day, the 
day he receives the promotional ma- 
terial, the jeweler will be able to sell 
and promote the Hamilton electric.” 


e BUT WE ASKED WHEN— 


“Our production has been a bit 
slower than we anticipated. You see, 
we are being very careful to have 
each watch that leaves this factory 
as perfect a timepiece as we can pos- 
sibly make it. We understand full 
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well that any minor fault can create 
adverse publicity which could take 
years to overcome. Incidentally, this 
is why we wish to handle the servic- 
ing ourselves at this time. But to 
answer your question, we expect to 
deliver watches some time during the 
month of February and our national 
advertising will start appearing the 
first week in March.” 


e HOW ABOUT STYLE FOR THE MAN'S WATCH? 


“It looks quite a bit like the other 
watches in our current line. This was 
deliberate on our part. We again 
want to emphasize a gradual change. 
The electric watch is not going to re- 
place all Hamilton watches, but will 
rather take its place as one of the 
lines of Hamilton timepieces available 
to the public. Our first model we call 
Van Horn, after its inventor, our 
director of research. It will un- 
doubtedly be a traffic builder. More 
dramatically styled models are being 
introduced in excitingly new cases 
for that segment of the market for 
which “conversation” pieces hold a 
strong appeal. Since, in actuality, 
this is not a novelty item, we intro- 
duced it with a conservative design. 
But all models have the distinction of 
being popularly priced timepieces that 
perform in many ways superior to 
previously existing types.” 


e WILL THIS NEW ELECTRIC PUT THE 
REPAIRMAN OUT OF BUSINESS INASMUCH 
AS THE FACTORY IS GOING TO HANDLE 
THE SERVICING? 


“No, it will not. It will be a long 
time before there will be enough elec- 
tric watches sold to account for a 
significant part of repair business. 
And when that time does come, we 
feel sure the watch repairman who 
has taken the trouble to learn the 
necessary techniques will be able to 
service it. As you can see, it’s all a 
matter of time. Time to educate the 
public; time to get adequate produc- 
tion; time to gradually move old 
stocks; time to educate repairmen. 
Since we are the only makers of elec- 
tric watches to date, we can control 
the situation. We are going to protect 
our dealers. And all that we do in 
the future will be aimed at keeping 
a balance that means more good, 
sound, profitable business for the 
jeweler and for us.” 





Warning Issued About Jadeite 


New York City—Gem authorities 
have issued a warning to dealers and 
consumers alike that quantities of 
dyed jadeite have been trickling 
through the New York market, and 
other markets throughout the nation, 
being sold as jewel jade. 

The dyed jadeite looks very much 
like jewel jade, and has been coming 
through the markets in standard size 
round and oval cabachons. 
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The South Georgia Watchmakers and 
Jewelers Guild recently elected its 
officers for the coming year. H. M. 
Bishop, of Cairo, Ga., was chosen 
president. Alex Campbell, of Moul- 
trie, is the new secretary and trea- 
surer; John Ross, of Albany, is vice 
president, and Ed Norton is publicity 
chairman. 


W. Barnaby Hill, legal counsel for the 
Southern Jewelry Travelers Associa- 
tion, was recently presented with a 


watch by the association. The gift 
was a token of appreciation from the 
SJTA membership for Hill’s work on 
the group’s constitution and by-laws. 
Shown in the accompanying photo- 
graph are Hill (left), and Harold R. 
Bayley, Jr., SJTA president, making 
the presentation. Hill is the husband 
of Mrs. Vera Hill, SJTA’s office man- 
ager. 


Kay Jewelry Stores has expanded its 
operations in Nashville, Tenn., with 
the opening of a new unit in the 
Madison Square Shopping Center. The 
store is the 107th in the Kay chain. 
The first Kay store in Nashville, lo- 
cated at 607 Chuch Street, is still in 
operation. But it will shortly be 
closed to allow for the demolition of 
the building in which it is housed. 
When this occurs, a new Kay store 
will open directly across the street. 


Reyner’s Jewelry Stores, a chain or- 
ganization, has announced plans to 
open a branch in Spartanburg, S. C., 
about March 1st. The firm will occupy 
the site of the former Hamilton Jew- 
elry store on W. Main Street. Fred 
O. King will be the manager. The 
owners of the firm are Wm. S. Reyner 
and Allen J. Reyner. 


Gay’s Jewelry Stores, a chain, opened 
two new stores in Louisville, Ky., re- 
cently. One store is at 28th and 
Dumesnil, and the other is located in 
the Dixie Manor Shopping Center. As 
an opening feature, the stores offered 
a free, oven-ready turkey with each 
purchase of $29.95 or more. 


Lord’s Jewelry has opened the sev- 
enth store in its chain. The new out- 
let is located at 422 South 4th Street, 


SOUTH 


Louisville, Ky. Marvin Wasserman is 
president of the Lord’s concern. 


Mexic Bros. Jewelers has opened its 
second store in New Orleans, La. The 
new store is at 940 Canal Street. Bill 
and Simon Mexic, sons of the owners, 
are managing the new outlet. Perry 
and Harry Mexic are the owners. 


Hausmann Jewelers, 730 Canal Street, 
New Orleans, La., has announced a 
complete remodeling project. The 
new facilities will include a new mar- 
ble facade, modern interior show- 
cases, redesigned gift areas and a 
watch and jewelry repair and service 
center. The Hausmann store was 
founded 144 years ago under the name 
of Griswold, and was absorbed by 
Henry Hausmann in 1870. 


The Louisiana Horological Association 
has announced that its 12th annual 
convention will be held at the Bentley 
Hotel, Alexandria, La., May 18 and 
19. Information may be obtained from 
Fred C. Kline, president, P. O. Box 
369, Alexandria, La. 


The Alexandria Watchmakers Guild 
recently held its first meeting in two 
years. The meeting was for the pur- 
pose of reorganizing the guild and 
establishing a regular meeting date. 
It was decided to meet monthly, with 
the exception of June, July and Au- 
gust. Donald Ward, secretary, gave 
a report on the activities of other 
state guilds during the meeting. 
George Adams, president of the 
Louisiana Board of Examiners in 
Watchmaking, gave a report on the 
activities of the Board of Examiners. 
The meeting was conducted by the 
guild’s president, C. L. Kline. 


David R. Balogh’s jewelry store at 
447 41st Street, Miami Beach, Fla., re- 
cently underwent an enlarging and 
remodeling operation. Balogh carries 
on his retail operation, and another 
one in Coral Gables, while importing 
diamonds and pearls and wholesaling 
to the trade. 





New Quarters for Craftsman 
Opened by Smallman & Sons 


New York City—New and larger 
quarters for Craftsman Billfolds, 
which quadruple the executive office 
and showroom space, have been opened 
by I. Smallman & Sons Co. at 373 
Fifth Avenue. 

Sam Smallman, executive vice presi- 
dent, said the move is in line with a 
general expansion program caused by 
a sharp jump in the firm’s sales vol- 
ume for 1956. 
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ODM Hearings... 
(from Page 169) 


of this new (electric) watch could or 
should have upon these hearings is 
to forever put to rest the baseless 
charges of the importers . that 
there is something technologically de- 
ficient about the American horological 
industry.” 

Arde Bulova, chairman of the board 
of the Bulova Watch Co., pointed out 
the long years of painstaking effort 
required to achieve the skills which 
the domestic watch industry has to- 
day. 

In stressing the importance of these 
skills to the national defense effort, 
he quoted an ODM committee report 
made in 1954, which said: “It is the 
skills that must be maintained. This 
can be done only by the actual pro- 
duction of jeweled watch and clock 
movements... .” 


Outside experts heard 


The domestic manufacturers made 
use of the testimony of a number of 
experts in various fields, such as 
aeronautics, engineering research, 
military ordnance and others. 

These experts all testified to the 
importance of maintaining an active, 
skilled watch industry in this country. 
They unanimously pointed to work 
in miniature components of various 
kinds, which, they said, could only be 
properly handled by the horological 
trade. 

Other witnesses for the domestic 
industry included: James G. Shennan, 
president of the Elgin National Watch 
Co.; George G. Ensign, director of 
research and development for Elgin; 
William H. McMorrow, president of 
Waltham Watch Co.; Stanley Simon, 
vice president of Bulova Watch Co., 
and Senator William A. Purtell (R., 
Conn.). 


Importers have their day 


The third day of the hearings was 
given over to testimony from im- 
porters and assemblers of foreign 
watch movements. 

Speaking for the American Watch 
Association (a group of importer- 
assemblers), Samuel W. Anderson de- 
clared that the domestic industry rep- 
resentatives had failed to prove their 
claim that American watch firms pos- 
sess defence production facilities 
which could not be matched by other 
American industries. 

Concerning Hamilton’s new electric 
watch, Anderson pointed out that it 
has fewer parts than conventional 
movements and is simpler to manu- 
facture. It also, he added, requires 
different skills than do conventional 
timepieces. Thus, the new development 
points out the futility of a govern- 
ment program aimed at preserving 
the present skills of the domestic 
watch and clock industry, he con- 
cluded. 

M. Fred Cartoun, chairman of the 
board of the Longines-Wittnauer 
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Watch Co., stated that “only about 
15 cents out of each dollar spent at 
retail for a so-called Swiss watch 
actually goes to Switzerland . 


Lazrus and Moser testify 


S. Ralph Lazrus, president of the | 


Benrus Watch Co., also emphasized 


that “about 85 per cent of the price | 


paid by a watch customer purchasing 
a so-called ‘Swiss watch’ covers costs 
incurred within the United States.” 
He went on to emphasize that “the 
jeweled-lever imports which have in- 
creased to the greatest degree are 


utilized in watches which sell at rel- | 


atively high prices. 


special feature movements demon- 


These are the | 


strated by Mr. Cartoun. The American | 


public is 


. buying them because | 


they want these improved timepieces | 
and cannot obtain them from domestic | 


manufacturers.” 

S. Stanley Moser, treasurer of the 
American Watch Association and 
president of Louis Aisenstein & Bro., 
Inc., presented a picture of the situa- 
tion in the pin-lever industry. 

He indicated that Swiss pin-lever 
manufacturers have achieved a level 
of styling and design unequalled by 
their American counterparts. 

He spoke of 
kets for pin-lever watches” which 
have been opened because of the pro- 
gressive work of the Swiss and the 


America importers. “It is signifi- 
cant,” he said, “that the domestic 
manufacturers have made little at- 


tempt to take advantage of this new 
and expanding market .... In our 
opinion, . experience ... demon- 
strated conclusively that the market 


“vast, untapped mar- 


potential for domestic movements is | 


enormous — provided the domestic 
manufacturers will take the initiative 
to modernize their designs and to 
furnish the American public with the 
types of products it desires.” 





Hamilton’s Electric Watch 
(from Page 169) 


Changes in policy 


The introduction of the electric 
watch poses many problems for the 
industry. 

Servicing is a vital question both 
to consumers and watch repairmen. 
Hamilton claims that, for the pres- 
ent, it will handle all servicing of 
its electric watches. However, since 
it should be some time before the new 
watch is in widespread use (a few 
years, in fact), this will not greatly 
affect the watch repair business. 

Another factor in public acceptance 
is the fact that the electric watch has 
only 12 jewels. The American public 
has more and more come to demand 
highly-jeweled watch movements. Dr. 
John Van Horn, Hamilton’s chief 
physicist, points out that the new 
watch’s mechanism does not require 


the same jeweling as do conventional 


movements. 
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JULES RACINE & COMPANY: 
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STOP SILVER TARNISH! 


\" a 
\iliteliny had’ . 


\\ 


NEW SPRAY-ON 
PRO-TEX-SIL 


in the handy, easy-to-use SPRAY-ON 
can protects beautiful silver from tar- 
nish for weeks. One quick application 
is all it takes. 


PRO-TEX:SIL IS NOT A LACQUER 
TEST IT! DISPLAY IT! SELL IT! 


Your customers want it! Housewives 
who use PRO-TEX-SIL are better silver 
customers. PRO-TEX-SIL brings repeat 
business into your store. Retail price 
$1.50. 

Try 3 sample cans... 1 to TEST—I to 
DISPLAY—I!I to SELL! Your Cost Only 
$3.00 prepaid. 
| Doz. cans $10.80 prepaid. SEND NO 
MONEY .. . we'll bill after we ship. 


MAIL YOUR ORDER TODAY 





WELMAID MFG. CORP. 
Dept. 22—41 Pineapple Ave., Sarasota, Fla. 
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MADDOCK & MILLER, 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 


INC. 
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WEDGWOOD 


Sone Chinc Dinnerware, Queen's Ware 
Jasper and Biack Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East S4th Street New York City 
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L. C. Harris Co., Inc., and the Endura 
Time Corp., manufacturers and im- 
porters of Endura, Bayard and Con- 
quest clocks and watches, have opened 
a new showroom to service the south- 
west region. The showroom is located 
in the Dallas Merchandise Mart Bldg., 
Dallas, Tex. A complete line of low- 
priced watches and clocks is on dis- 
play there, and George Cohen, the 
firm’s representative in the area, is 
in charge. 


Gordon’s Quality Jewelers, one of the 
nation’s largest chain organizations, 
will open its 40th store next spring 
in the new Lochwood Village Shop- 
ping Center in northeast Dallas, Tex. 


The 33rd Allied Gift & Jewelry Show 
will appear, as in the past, at Dallas’ 
Adolphus Hotel, when it opens on 
February 17. About 275 exhibits are 
expected to provide merchants with 
a well-rounded showcase. The buyers’ 
party will be held Monday evening, 
February 18, at the Roof Garden of 
the Adolphus, and the dinner-dance 
on the 19th will be in the Century 
Room. 


The Sam W. Becker Jewelry Co. 
opened its new store recently in the 
South Coast Life Bldg., Houston, 
Tex. It marked the latest chapter in 
the 70-year history of the firm. Sam 
W. Becker, chairman of the board of 
the concern, announced plans to open 
4 new stores in the suburban Houston 
area. Noxie M. Romano is manager 
of the new store. He has been with 
Becker for 30 years. 


The San Antonio Watchmakers Asso- 
ciation held its regular monthly meet- 
ing January 11 at the Gunter Hotel. 
President Raoul A. Gomez presided. 
The members and their wives enjoyed 
a dinner, and watched several films. 
A. discussion was held on the forth- 
coming convention of the Texas 
Watchmakers Association, to be held 
at the Gunter Hotel in San Antonio 
on June 8 and 9. 


William F. Pruett, jeweler of Tyler, 
Tex., has opened a new store in the 
city’s Weingarten Shopping Center. 
He still maintains his downtown store 
at 215 N. Broadway. Pruett is state 
secretary of the Texas Watchm>-kers 
Association. 


Jasper Howard, son of Mr. and Mrs. 
V. E. Howard, has been named as- 
sistant manager of Howard’s Jewelers, 
Lufkin, Tex.. which recently cele- 
brated its 13th anniversary. M. A. 
Smith is manager of the store. 


Horace Bruner, formerly a watch re- 
pairman at Dyess Air Force Base, 
Abilene, Tex., has opened his own 
jewelery business. It is known as 
Mockingbird Jewelry, located at 1213 
N. Mockingbird Lane, Abilene. It is 
the location of the former LeSassier 
Jewelry. Bruner purchased the busi- 
ness following the death of Louis 
LeSassier. 


James Scott Jewelry has opened at 
128 S. Wilson, Vinita, Okla. Owner- 
manager is James Scott, who has an- 
nounced he will operate a repair de- 
partment in connection with the 
business. 


Casada Jewelry, Lindsay, Okla., re- 
cently opened in a new _ location. 
Owner is Fred Casada, who has been 
in the jewelry business in Lindsay 
since 1947. 


M. M. Daves is the new man in the 
watchmaking department of David- 
son’s Jewelry Co., Hugo, Okla. He 
has been in the business for 25 years. 
He replaces Tony Caputo. 


Edwin L. Kessler has _ purchased 
Sharon’s Jewelry and Gift Shop in 
“The Village,” a community about 10 
miles north of Oklahoma City, Okla. 
Jim Plessinger is the store’s new man- 
ager. William Sharon, former owner, 
has been retained to take charge of 
the jewelry manufacturing and watch 
repair departments of the shop. The 
store is undergoing complete _re- 
modeling and is being enlarged. 


Ralph Van Gilder, formerly with 
Seneker’s Jewelry in Sapulpa, Okla., 
is the new manager of the watch re- 
pair department of John Denbo 
Jewelry, Claremore, Okla. 


A group of watchmakers from Okla- 
homa City and vicinity are studying 
gemology, to enlarge their knowledge 
of the jewelry business. The group 
recently paid a visit to George Sloan 
of Sloan’s Jewelers, Tulsa, Okla., 
where they were shown a laboratory 
of gem testing and grading eauip- 
ment. The studious group includes: 
J. Ed Burris; Dave Ingrama;: C. R. 
Frazier; Winford Anglin; Carl D. 
Hurst and Cloys Smith. 


Brothers Harry and Jules Solomon 
are joint operators of the new Jules 
Jewelry Store in the County Fair 
Shopping Center, Tucson, Ariz. 


The Hobe Jewelry Store in the Thun- 
derbird Hotel, Las Vegas, Nev., is 
under new management. Mary Haytin 
and her sister Frieda are now the 
onerators. 
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The Ninth Annual Pacific Northwest 
Retail Jewelers Convention is sched- 
uled for March 17-19 at the Olympic 
Hotel, Seattle. The Convention is held 
under the auspices of the Washington 
Retail Jewelers Association and the 
Oregon State Jewelers Association. 
Jack Friedlander (Friedlander & 
Sons, Seattle) is the general conven- 
tion chairman. [Friedlander is_ the 
Pacific Coast regional vice-president 
of the American National Retail Jew- 
elers Association. Co-chairmen are 
Herb Bridge (Ben Bridge, Seattle) 


and Richard Weisfield (Weisfield, 
Inc., Seattle). Axel Andersen (Axel 
Andersen, Jeweler, Portland) and 


Port Martin (Martin’s Jewelers, Walla 
Walla) are honorary convention chair- 
men. Mr. Andersen is president of the 
Oregon State Jewelers Association; 
Mr. Martin is president of the Wash- 
ington Retail Jewelers Association. 


The Oregon Retail Jewelers Associa- 
tion ran an unusual promotion, called 
“Know Your Jeweler Week,” during 
the recent holiday season. The pro- 
motion was co-sponsored by the 
Watchmakers of Switzerland, whose 
field representatives aided in setting 
it up. A proclamation was obtained 
from Mayor Fred L. Peterson, of 
Portland, proclaiming December 2 to 
8 “Know Your Jeweler Week.” An 8- 
page supplement was then arranged 





Shown in 


for in the Oregon Journal. 
the photo is Portland’s Mayor Peter- 
son (right) presenting his proclama- 
tion for “Know Your Jeweler Week” 
to Axel Andersen, president of the 
Oregon RJA. 


The 34th San Francisco China, Glass, 
Gift, Jewelry, Toy, Stationery, and 
Housewares Show is scheduled for 
Feb. 3-6, at the Civic Auditorium, 
Sheraton-Palace, St. Francis, and Sir 
Francis Drake Hotels and the West- 
ern Merchandise Mart. The show will 
then move to Portland where it will 
run from Feb. 10 through 13 in the 
Public Auditorium and Plaza and Ben- 
son Hotels. Feb. 17 through 20, it 
will be in Seattle at the Civic Audi- 
torium, Olympic and New Washing- 
ton Hotels and the Terminal Sales 
Building. 
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Jenkel Jewelers, 126 Post St., 


tion in the Valley Fair Shopping Cen- 


ter in San Jose. The firm is owned by | 


Ted Jenkel. 


Mr. and Mrs. Ben Goldberger, owners 


of Lee Jewelers of Pittsburg, Inc., 34 | 
East 35th St., Pittsburg, Calif., an- | 


nounce they will move to larger quar- 
ters at 520-4 Railroad Avenue about 
Feb.1. 


ent floor space, has already begun. 


Ed Weinerman and Roger Schendel 
are partners in the newly formed 
California Diamond Setting Co., 512 
South Broadway, Los Angeles. The 


new firm specializes in diamond set- | 


ting for the trade, with immediate 
service regardless of the size of the 
job. It is affiliated with California 
Ring Products, located in the same 
building. 


A new store has been opened at 4501 
Main St., Cambria, by Mr. and Mrs. 
Albert Fear. To be called Kensington 
Place, the store is in a distinctive old 
English style building complete with 
moat and bridge approach. It is ex- 
ceptionally picturesque with its 
tower, steep shake roof and bay win- 
dow. The interior of the store has 
open beamed ceilings, beautiful elass 
chandeliers, an antique stove, and 
other furnishings of the period. 


Charles Weinstein of Maurice Wein- 
stein, Inc., 220 West Fifth St., Los 
Angeles, who only a few months ago 
returned from over a year and a half 
in Europe and Africa, left again for 
Europe in January. 


Mills Jewelry, southern California 
chain of jewelry stores, has announced 
the opening of two new stores: one at 
401 East Main St., Ventura, and the 
other at 1020 San Fernando Rd., San 
Fernando. Al Harttield is the mana- 
ger of the Ventura store. The San 
Fernando store, managed by Leonard 
Rosenthal and Jack Spector, 
do Rd., for 12 years. The new store 
is twice as large. 


San 
Francisco, has moved to a new loca- | 


Remodeling of the new store, 
which wil! more than treble the pres- | 


was | 
formerly located at 1029 San Fernan- | © 


Wilson Jewelry of Monrovia, Calif., | 


has moved to new quarters at 130 
South Myrtle Avenue. The move was 
made to procure larger quarters for 
the expanding business. 


The Normar M. Morris Corp., exclu- 
sive U. S. distributors of Omega 


watches, has opened a modern sales | 
and service office at 608 South Hill 


Street, Los Angeles. Benton Sallan 


is in charge of the new offices. 
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Selling Committees creates 
profitable ‘Group Business’! 
Gavels & Sound Blocks made 
of Tropical Hardwoods (Rose- 
wood & Cocobolo) & Ivory 
Plastic. Sizes; Ladies’, Men's 
Medium, Men's Large. Cases: 
Bands - Nontarnishing Sterling 
Silver & Bronze; We engrave, 
mount and ship at once. 

















AN ILLUSTRATED AU 
GAVEL BROCHURE w/a / 
Helps make Sales <‘¥ / 















FREE — OPEN 
ee fa he 
Items at 50% Disc. 









FREE — WALNUT 
De 6 'a wea 
Items at 50% Disc. 


BECOME "GAVEL 
HEADQUARTERS" 

Increase your volume 
WRITE TODAY! 























IGNUM-VITAE PRODUCTS CORP. | 


» Boyd Ave., Jersey City 4 > NJ 








make more sales! Ask for 


RUSH TO Edwin Frced ne. 
AY FREE TRIAL. Phone, write or 


Prove for yourself how our jewelry 
wire TODAY — 


thow card window service can hel 
oees 4-6422 14 WEST 23 ST., NEW YORK 10 


























in 14 Kt. Gold 
3/4” dia. $12, 1° $15 
1 1/4” $30, 1 1/2” $40 
546 Se. Broadway 
Yonkers 5, N. Y. 


In Sterling Silver 
3/4” dia. $3, 1” $4 ? 
11/4” $5, 11/2" $7 


Wayne Silversmiths 








Chatham Research Laboratories 
70—i4th St., San Francisco 3, California 
Exclusive Growers of 


Chatham Emeralds 


REG. U.S. PAT. OFF. 
The Only Cultured Emeralds 











Available in the World 









COMING 
EVENTS 
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2—Jewelers Club of Boston, annual 
banquet, Hotel Statler, Boston, Mass. 

2-15 —- Merchandise Mart China, 
Glass & Gift Market, Merchandise 
Mart, Chicago, II. 

3-6—Western China, Glass, Toy, 
Jewelry, Stationery & Housewares 
Show, Civic Auditorium; Merchandise 
Mart; Hotels: Sheraton-Palace; St. 
Francis and Sir Francis Drake, San 
Francisco, Calif. 

3-6—Buffalo Gift Show, Hotel Stat- 
ler, Buffalo, N. Y. 

3-14—Chicago Gift Show, Palmer 
House and LaSalle Hotel, Chicago, [1. 

4-8—Western Winter Market, West- 
ern Merchandise Mart, San Francisco, 
Calif. 

10-11—Minnesota RJA, annual con- 
vention, Nicollet Hotel, Minneapolis, 
Minn. 

10-11—Eleventh Annual Northwest 
Jewelry Trade Show, Nicollet Hotel, 
Minneapolis, Minn. 

10-12—-Mid-South Gift & Jewelry 
Show, Peabody Hotel, Memphis, Tenn. 

10-138—-Cleveland Gift Show, Hotel 
Statler, Cleveland, O. 

10-13—China, Glass & Gift Show, 
Plaza Hotel, Benson Hotel and Port- 
land Public Auditorium, Portland, 
Ore. 

17-19 — Detroit Jewelry Show 
(Spring), Hotel Statler, Detroit, Mich. 

17-19—St. Louis Gift Show, Hotel 
Statler, St. Louis, Mo. 

17-20 — Pacific Northwest China, 
Glass & Gift Show, Seattle, Wash. 

17-22—Allied Gift & Jewelry Show, 
Hotel Adolphus, Dallas, Tex. 

24-26—Omaha-Midwest Gift Show, 
Paxton Hotel, Omaha, Neb. 

24-27—Ohio State Gift Show, Hotel 
Deshler-Hilton, Columbus, O. 

24-March 1—New York Gift Show, 
Hote! New Yorker and New York 
Trade Show Building, New York City. 


MA RR CGC H 


3-6—-Denver Gift and Jewelry Show, 
Hotel Albany, Denver, Colo. 

3-7—Detroit Gift Show, Hotels Stat- 
ler and Sheraton-Cadillac, Detroit, 
Mich. 
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4-8—Boston Gift Show, Hotel Stat- 
ler, Boston, Mass. 

10-12— Kansas _ City 
America” Gift Show, 
Hotel, Kansas City, Mo. 

17-19 — Washington Retail Jewel- 
ers Association, annual convention, 
Olympic Hotel, Seattle, Wash. 

17-20—Cincinnati Gift Show, Hotel 
Netherland-Hilton, Cincinnati, O. 

17-20—Indianapolis Gift Show, Ho- 
tel Claypool, Indianapolis, Ind. 

17-20 — Philadelphia Gift Show, 
Benjamin Franklin Hotel, Philadel- 
phia, Pa. 

17-20—Northwest Gift, Stationery 
& Housewares Show, Radisson Hotel, 
Minneapolis, Minn. 

23 — Manufacturing Jewelers & 
Silversmiths of America, Inc., annual 
banquet, Hotel Statler, Boston, Mass. 

31-April 2—Georgia-South Carolina 
Retail Jewelers Associations, joint an- 
nual convention, Hotel Dinkler-Plaza, 
Atlanta, Ga. 

31-April 3—Pittsburgh Gift Show, 
Hotel Penn-Sheraton, Pittsburgh, Pa. 


“Heart of 
Continental 





July 28-August 1—Retail Jewelers 
Market in Chicago (formerly National 
Jewelers Association Annual Conven- 
tion and Trade Fair), Conrad Hilton 
Hotel, Chicago, Ill. 

August 11-15 — Retail Jewelers 
Market in New York (formerly Amer- 
ican National Retail Jewelers Asso- 
ciation Annual Convention and Trade 
Show), Waldorf-Astoria, New York 
City. 





Sterling Silversmiths Guild 
Re-elects Officers for 1957 


New York City—tThe Sterling Sil- 
versmiths Guild of America held its 
annual meeting January 12 at the 
Waldorf-Astoria Hotel. 

Roger H. Hallowell, president of 
Reed & Barton Silversmiths, Taunton, 
Mass., was re-elected president of the 
organization. 

Also elected for a second term 
were: John B. Stevens, vice president 
for sales of International Silver Co., 
vice president of the Guild, and 
Arthur W. Sanders, vice president 
and treasurer of the Towle Silver- 
smiths, re-elected treasurer of the 
Guild. 


W.M.D.A.A. Changes Address 


Washington, D. C.—The Watch Ma- 
terial Distributors Association of 
America has changed the address of 
its national headquarters. 

The new WMDAA address is: 923 
15th Street, N. W., Washington 5, 
D. C. 


Receives Diploma in Gemology 


Denver, Colo.—Aibert Paulus, sales- 
man and watch repairman for Zale 
Lee Jewelers here, has been awarded 
a diploma in the theory and practice 
of gemology. 


Bulova Holds Annual Dinner 
For Long-Term Employees 


New York City—Over 2,000 em- 
ployees of the Bulova Watch Company 
gathered in the Grand Ballroom of 
the Waldorf Astoria Hotel on January 
5th for the occasion of the company’s 
13th annual dinner honoring those 
employees having ten or more years 
of service. 

John H. Ballard, President of the 
Bulova Watch Company, delivered a 
welcoming address in which he cited 
“the 82nd birthday of the company as 


Ballard 


a milestone in progress.” Following 
his opening remarks, he greeted each 
new member of the 20, 15 and 10 year 
clubs. 

Mr. Arde Bulova addressed the 
group, citing “the many philanthropic 
activities of the Bulova Watch Com- 
pany Foundation and its loyal support 
through the years to the leading non- 
sectarian charities, as well as the lead- 
ing recognized religious organizations. 

“He re-emphasized to the gathered 
employees the current benefits enjoyed 
by them all, with particular reference 
to the Scholarship Plan for their 
children and the Employees’ Sickness 
and Accident Programs. Mr. Bulova 
said he had just returned from the 
annual dinner of the Bulova Watch 
Company in Bienne, Switzerland, 
where over 200 employees were hon- 
ored. 

A star-packed evening of entertain- 
ment followed the award dinner. 





IRS Issues New Tax Rulings 


Washington, D. C.—The Internal 
Revenue Service has issued some new 
rulings pertinent to the jewelry ex- 
cise tax. 

In one ruling, sales of jewelry and 
luggage for use by the purchasers as 
prizes for winners of games of skill 
and chance were declared to be sales 
at wholesaie. They are, therefore, 
not subject to the retailer’s excise tax. 

The retail excise tax does apply, it 
was ruled, to parts of fountain pens, 
mechanical pencils and smoking pipes 
made of or plated with precious metals 
or alloys and sold separately at retail 
for repair or replacement purposes. 
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Milton Weill Honored at Dinner Sponsored by Federation 








AMONG FRIENDS: Milton Weill, of Arrow Manufacturing Co., former presi- 
dent of the Federation of Jewish Philanthropies of New York, was honored by a 
huge turnout of jewelry industry leaders at a dinner held in behalf of Federa- 
tion. The dinner was held at the Essex House, New York City, on November 29. 
Shown at the dais are: (top cut, left to right) Joseph Willen, executive vice 
president of Federation; Mr. Weill; Norman M. Morris, Norman M. Morris, Inc., 
chairman; Samuel P. Epstein, Bulova Watch Co., dinner chairman; Stephen W. 
Hofman, Diamond Distributors, co-chairman; Alexander E. Arnstein, Arnstein 
Bros., treasurer; (bottom cut, left to right) Dave Kay; Max Jacoby, Jacoby- 
Bender, Inc.; Ben Ende, Jonell Watch Case Co.; Isadore Gratz, L. Gratz & Sons: 
Jacob H. Schaeffer, Shiman Bros. & Co.; Joseph Baumgold, Baumgold Bros., 
and Henry Peterson, Feature Ring Co. 









Operating Cherub °56 


(from Page 169) 


1956 increased to nearly five times 
the 1955 total. There were 3972 
Cherub ads in 1956, as compared to 
880 ads in 1955. 

One factor which, JIC feels, con- 
tributed greatly to the increased num- 
ber of ads, was the Cherub ad mat 
book made available by JIC to re- 
tailers and to newspapers. 


JIC plans for 1957 


At a meeting of JIC’s board of di- 
rectors, held January 11, a resolu- 
tion was unanimously approved call- 
ing for renewed effort in the Cherub 
promotion in 1957. 

A questionnaire which JIC had 
sent out at Christmas time to par- 
ticipating and non-participating 
jewelers, indicated that 94 per cent 
wanted a repeat engagement for the 
Cherub program. It also showed that 
86 per cent of the jewelers wanted 
to keep the Cherub as their symbol. 


At the January 11th meeting, it 
was also decided that Look magazine 
be selected as the national advertis- 
ing medium for the 1957 Cherub pro- 
gram. In the previous two programs, 
the Saturday Evening Post had acted 
as national advertising medium. 
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Finest and Best Known Cultured Pearl Line. 
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RARE OPPORTUNITY FOR TWO 


Young, Personable, Aggressive and Experienced Salsemen 
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by Henry B. Fried, JC-K Horological Consultant 


Principles 
Self-Winding 
Watches 


® Last month’s installment described the principies of 
the self-winding mechanism used in the Omega calibre 
455 (714 lignes-16.00 mm). This article will picture the 
actual mechanism and describe the recommended pro- 
cedures to be used in servicing this watch. 

Figure 6 shows an enlarged view of the movement. 
This model comes in two distinct sections—the first is 
the timekeeping part, which is composed of the basic 
movement, in appearance resembling a _ regular-type 
movement. It employs an indirect center-seconds device 
which permits the movement to remain thin. However, 
the mainspring ratchet wheel is a bit thicker than those 
used in ordinary watches. The other section comprises 
the entire automatic device which comes off in one unit 
when it is required to apply some minor service to the 
basic movement. 

Figure 7 illustrates how the automatic device may be 
removed from the basic movement and how the rotor 
(oscillating weight) may be disconnected from the auto- 
matic device. To remove the rotor, place a screwdriver 
into the screwslot of the key-bolt at A and twist this 1/, 
turn. This will move an eccentric “screw” so that the bolt 
hole appears as in B. Next, turn the movement upside- 
down. The rotor C and its key-bolt A will then fall off 
by their own weight. 

Should it be required to remove the entire automatic 
device E, from the movement, merely loosen and remove 
the two screws D and the entire device can then be lifted 
out. The rotor need not be removed from the automatic 
device should it be required to remove the automatic 
device in order to service, for example, the mainspring. 

Shown at F is the basic movement with its 
sweep second wheel mounted over the elongated upper 
third pinion and driving the center sweep second pinion. 
A beryllium-bronze tension spring tenses upon this 
pinion to prevent backlash. Notice the thick ratchet 
which brings its height to that of the sweep seconds 
section. The thickness of the ratchet permits it to be 
engaged by the pinion of the automatic driving gear. 
There are no special instructions required to service the 
recular time movement. 

To dismantle the automatic device shown at E, refer 
now to figure 8. Remove the rotor by the method de- 
scribed for figure 7 at A. Next turn the automatic 
device over, upside down and remove the two screws L. 
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Figure 6—Omega calibre 455 shown five times actual size, is 744 lignes, 
16.00 millimeters. It uses a novel winding-up device employing a 


reciprocating upper and lower rack segment. 


This will permit the separation of the upper bridge G 
from the lower automatic device bridge M. 

When these bridges are separated it will permit the 
removal of the following: H, the pivoted winding-up 
wheel with pointed teeth and its partner I, which 
resembles the wheel I but has a pinion. Note its position 
when assembling this unit. Next is the driving gear J, 
mounted on a pinion which engages the thick ratchet 
of the mainspring. 

The pawl-bearing yoke K corresponds to the 
framework D in last month’s descriptive drawings. 
Notice in J that in the actual movement, the two pawls 
are mounted on one shoulder screw forward of the pawl- 
bearing yoke’s pivotal point. The lower automatic bridge 
M supports the automatic train and the rotor axle N. 
This is part of “8-shaped” piece which is fastened to 
the lower plate by the screw O. 

The extension piece P, fastened by its screw Q serves 
as a potence or support for the pinion pivot of the 
ratchet’s driving gear J. 

To assemble the automatic device, turn the lower 
automatic device bridge over and fasten the potence 
piece P into the recess on this side of the bridge. 
Make certain that the screw Q is secure. Turn this bridge 
over again and fasten the rotor axle plate N and screw 
O. The pawl-bearing yoke K must be replaced next but 
hefore doing so, lubricate the pawls with Synt A Lube. 
placing a little at their pivotal spots and at their beaks 
as well as their spring notches. Make certain that these 
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pawls have freedom of action and that their springs are 
in action against them. 

Following this, replace the driving gear J so that its 
pinion pivot rests in the bearing hole near the edge of 
the potence P. Next replace the pinioned winding up 
wheel I so that its pinion engages the wheel teeth of 
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Figure 7—Shows how the oscillating weight (rotor) and complete auto- 
matic device can be separated from the basic movement below. 


Figure 8—An exploded view of the automatic winding device showing 
the pawl-bearing yoke, D. The smaller numbers represent the official 
order numbers for the parts. 
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driving gear J. The winding-up wheel H is then fitted 
to the unit so that its pointed teeth enmesh with its 
pinioned partner I. 

Adjust the pawls of the yoke so that they engage each 
of their winding-up wheels. Figure 9 shows how the 
automatic train should appear when assembled up to 
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Figure 9——The relationship of the pawl-bearing yoke with its winding 
wheels geared to the mainspring ratchet. 


Figure 10-—-The rotor must be assembled to the automatic device so 
that the matching points of the rotor and the pawl-bearing yoke are 
adjacent as shown by the small! indentation in the center of the yoke’s 


outer segment and the mark in the rotor countersink. 


Figure 11—-If the rotor and the pawl-bearing yoke are assembled prop- 
erly, the center tooth of the rotor’s pinion will be engaged with the 
center notch of the outer segment. This will insure that the rotor will 


be able to turn without interruption and operate smoothly. 
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this point. The ratchet wheel is included only to illustrate 
its relationship to the driving gear. Returning to figure 
8, replace the upper automatic device bridge G and 
adjust H, I, J, and K so that their pivots are correctly 
placed in their bearing holes in the upper bridge. 

Turn the assembled unit over again and fasten the 
upper and lower bridges by securing the two screws L. 
Lubricate all lower pivotal points with Synt A Lube. 
Turning the unit over so that it is now topside up, test 
the assembly to this point by moving the pawl-bearing 
yoke back and forth a few times, observing whether 
the pawls impulse the winding-up wheels and whether 
this action is carried through the driving gear. Place a 
little oil at the tips of the pointed winding-up wheel 
teeth. This is best applied at a point near their en- 
meshing. 

Before replacing the rotor, lubricate the axle post, 
the notches in the two sections of the pawl-bearing yoke 
and lightly lubricate the rotor pinion teeth and vertical 
pins. Also, observe figures 9, 10 and 11. Notice the slight 
indentation in the center of the lower segment of the 
pawl bearing yoke in figure 9 and 10. This is a matching 
spotting which has to be aligned with a similar spotting 
on top of the rotor inside the countersink for the key- 
bolt. 

When assembling the rotor to the axle, make certain 
that it is assembled as in figure 10 with the spot in the 
rotor’s countersink adjacent with that on the pawl-yoke. 
This will insure that the pinion teeth will fit as in figure 
11. Otherwise, the rotor will not operate completely and 
may result in breakage of the rotor pinion teeth or the 
pawl yoke. As shown in figure 11, the middle tooth of 
the rotor pinion must be fitted into the middle notch 
of the lower pawl-segment. 

Next, secure the automatic device to the movement 
carefully manipulating the device so that the pinion of 
the driving gear J, figure 8 enmeshes with the ratchet 
wheel. Test this by turning the winding up wheels with 
the tweezer tip before inserting and securing the two 
screws D. Next test the device as assembled up to this 
point by moving the pawl-bearing yoke back and forth 
several times to see whether this will advance the ratchet 
wheel at least one tooth in its own click. Also, test the 
freedom of each wheel’s endshake and movement by 
turning each separately with the tweezer or a pointed 
pegwood stick. 

Fasten the rotor to the rotor axle. Next replace the 
key-bolt over the projecting axle and fasten the unit by 
turning the screw siot as indicated in figure 7. Test the 
device now by first moving the rotor a number of times 
in each direction sufficiently to move the ratchet wheel 
one tooth on its own click. Finally, test the device for 
freedom and ease of the manual wind action. 

Recommended oiling for other parts of this model are 
Synt A Lube for all other parts except barrel and 
mainspring. For those, use Moebus lubricant. The 


center pinion and cannon pinion, bearing surfaces of the 
barrel arbor between plate and bridge require Moebus 


chronometer oil No. 1. 

For the time train and escapement, Chronax D oil is 
recommended. However for the pallet jewels, Moebus 
chronometer oil No. 1 is recommended although Omega 
suggests that the pallet arbor pivots remain unlubricated. 


THE JEWELERS’ CIRCULAR-KEYSTONE 





Watch 
cS 


FOR FEBRUARY, 1957 








| 
The NEW 
W atchMaster 
Gear shift provides straight-line 
on-time records tor odd-beat 
watches. Watchholder tests cased 
watches or uncased movements in 


any pcsition. Microphone snaps 
out for testing clocks, also watches 
on customers wrists. Hairspring 


vibrator is a part of watchholder. 
Earphones included. Other features. 





MADE, SOLD, SERVICED 
BY AMERICANS 





“Whe dat whe day dat?” 


Those “who say dat” include the 
old and experienced, the young 
and the novice. In varying words 
they evaluate the WatchMaster. 
The following excerpts echo the 
thoughts in hundreds of other let- 
ters written voluntarily. (Names 
on request) 
TIME 

(The WatchMaster) 


my time on a watch one-third 


“definitely cuts 


MONEY 

“Had our machine one year and feel 
it has already paid for itself, increasing 
watch repair business and new watch 
sales.” 

COMEBACKS 


. and I do not have to worry about 
(jobs) coming back to be regulated.” 


ECONOMY 

“Have used the WatchMaster daily for 
12 years and had it in the shop only 
once for a minor repair.” 

POLICY 

“Thanks for making it possible for a 
small shop like mine to own a Watch- 
Master.” 

COMPARISON 


“I tried another make of machine for 
several months but there is no compari- 
OOM «ccc with a WatchMaster.” 


. 
These are just a few of the many 


reasons why it is Better to Buy 
the Best 





ne! 
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iny commercia 


y 
save 


Press 


12 strenath 


etizers. Size, 6%e"'x5 


The NEW 


Elimag 


Lay watch (or parts) on recessed 


button. 


2) 


a 
3 
time when order 


the coupon below. 


More Watch-Masters have been sold and are being sold than 


all other watch-timing machines in the World... 


combined. 


There must be a reason. There 1S. It’s the BEST. 


AMERICAN TIME PRODUCTS, INC. 


580 Fifth Avenue 


New York 36, N. Y. 









Comp ere 
imination of magnetic effects in 
/\0 second guaranteed. |5 times 
of ordinary dema 


‘' ‘f 
4 x3 


ee 
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Plug 


SOCKET. 


' 
use 














. 

* American Time Products, Inc. 

* 580 Fifth Avenue, 

+ New York 36, N. Y. 

: Gentlemen: Name 
; CL) Please arrange Watchmaster 

; demonstration at my bench. 

: No obligation of course. Store 

: Please consider this as our order 

; for one Elimag. 

' 

* () Check in full enclosed ($24.75) Address 
C} Bill us $24.75 plus postage. 

. State taxes (if any) extra 

- Above prices U.S. A. only City, State 
s 
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WORKSHOP 
QUESTIONS 


QUESTION: Have you any 
knowledge of the causes of dials 
tarnishing around the case edge 
or bezel frame? I clean the cases 
and dials and I even place crys- 
tal cement around the crystal 
after cleaning it thoroughly yet 
after a month or so, I notice 
this tarnishing effect. Are the 
dials at fault or is it the type of 
crystal cement that is being 
used? T use the .. . crystal ce- 
ment. F. DeV., Joplin, Mo. 


ANSWER: I think that your 
trouble is that you are sealing 
moisture into the recesses of 
the crystal by putting the crys- 
tal cement over it. Now I don’t 
mean to say that you should not 
use crystal cement at all. Fur- 
thermore the cement you are 
using is a very good brand. Jt is 
simply that vour vrocedure has 
to be modified. When you clean 
your watch bezel you are doing 
very well but first make certain 
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that the bezel is quite dry and 
that all traces of the cleansing 
fluid that you used to clean the 
bezel have dried. As an added 
precaution, do seal the crystal 
with the crystal cement but— 
do not place the top on the watch 
until the cement has had ample 
time to harden and the rest of 
the top completely dried out. 


QUESTION: Since we get 
many clocks at our store, we 
are interested in a good clock 
cleaning solution. Is there a 
mixture one can make that cuts 
grease and oil, and brightens 
and cleans brass and steel parts 
—but still does not have fumes 
that are too strong? William E. 
Mount, Keller & George, Char- 
lottesville, Va. 


ANSWER: Most clock clean- 
ing solutions lean heavily upon 
concentrated ammonia to cut 
grease and shine the plates. 
This, of course, might irritate 
your nostrils but it does a good 
job when mixed with oleic acid 
and equal parts of pure water 
and a little acetone. (Ammonia 
45%—Oleic acid 10%, water 
45%). If this is too strong, 
then try a solution consist- 
ing of 10% oleic acid, 15% 
acetone, only 25% of ammonia 
and 50% pure water which 
should be distilled. 


Some clockmakers have had 
fairly good luck by using just 
plain “ALL” made into a warm 
watered solution. Most any good 
powdered laundry soap will do 
a job if you substitute some good 
scrubbing for the ammonia. 
However, for an overall good 
job, the commercial clock clean- 
ing solutions will give very good, 
safe results. Rinsing the clock 
will have to be done with the 
usual rinsing solutions that will 
allow drying quickly. 


QUESTION: How old is this 
watch and what is its worth? 
Otto Armbruster. Audubon 
Bldg., New Orleans. 


ANSWER: The sketches you 
sent to me are excellent. They 


show a watch made around 1770- 
1780. It is either French or 
Swiss, most likely Swiss. This 
watch is not unusual. I have a 
couple of these and I do not 
rate them as my favorites. They 
are not particularly rare... 
yet. 


QUESTION: What is the best 
way of cleaning expansion 
bracelets and how do you polish 
them? Arin Mazzoni, Garden 
City, Mich. 


ANSWER: A good method of 
cleaning expansion bracelets is 
to stretch these over the baffle 
in your watch cleaning solution 
and letting the machine, without 
basket, do its job. As for pol- 
ishing, this is best done before 
cleaning, that is, if the bracelet 
is a good gold-filled quality. 
Otherwise polishing it might 
abrade the gold down to the 
base metal. 

Cleaning after buffing is nec- 
essary to remove the rouge 
material from the bracelet. 
Otherwise, you will hear indig- 
nant complaints from your cus- 
tomers who have had their 
wrists and shirt cuffs soiled by 
the polishing powders inside the 
expansion links. 


QUESTION: I have a clock in 
for repairs which is made almost 
entirely of wood. All the gears 
are made of wood. But the 
pivot bearings are made of ma- 
terial that looks like ivory or 
bone. Is it bone? Could I re- 
place worn bearings? George 
Lazeration, Lewiston, N. Y. 


ANSWER: The bushings were 
made of bone, as you surmised. 
You can replace this with ivory 
or bone but would suggest that 
you use ivory if it is available 
to you. Some of the wooden 
movements made around the 
1829s and 1830s were made with 
bone and ivory bushings. If you 
wish to maintain the same flavor 
as the original. that is what you 
should use. While some clock- 
makers replace these with brass 
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JACK SNOW CONTINUED [from page 124) 
ately rather than wait for months or perhaps a 
year to save stamps for the item desired. 

The next day, stamps of all types began flowing 


PHONE CE 5-5102 





112 SPARKS STREET OTTAWA, ONTARIO 


Jan. 8#57 


RECEIVED 


JAN 1 1 1957 
——— Corcaler - Key tone 


The Editor, 

The Jewelers' Circular “Keystone”, 
Chestnut and oth Street, 
Philadelphia, 39, PA., 

UeScAhe, 


Dear Sir: 


Since your magazine published its comments on 
our “Pood Store Stamp Sales Promotion", we have been re- 
ceiving a number of requests by indi viduel jewellers in 
both Canada and the United States for more detailed in- 
formation on this project . 


any who have sent inquiries are interested in 
Sticainen & a “Food Store Stamp" plan of thar own 


Rather than answer these jewellers individually, 
we felt that your magazine would find it newsworthy to 
ovtnt the full story of our apenas with "Food Store 
Stamp Sales Promotion” and the sales success that it has 
achieved ,. 


. Please find herewith attached, a complete article 
dealing with the subject and a photostat copy of our first 
newspaper advertisement . 

Thank you for your kind attention and interest . 


let us know when you plan on using the 
date ee” fen publication . 


As , very 
fib fber. 


AR#LC. JACK guts JEWELLERS LTD. 
Abe Robin, 
Adv. and Sales Director . 





into Jack Snow Jewellers. The public liked the 
idea. They liked the way they could use their 
books of stamps as the down payment on a dia- 
mond ring, a watch, or any other jewelry store 
merchandise. 

A great number of new accounts were opened 
and a great many dormant accounts were re- 
opened by this stamp promotion. That meant 
extra sales, extra business. 

Newspaper and magazine editorial comment 
was practically instantaneous. The trade paper 
Advertising Age carried a story on Snow’s plan, 
and Canada’s Financial Post placed the story on 
the front page. The Financial Post, which is 
against the entire scheme of trading stamps, 
praised Jack Snow for his action: “... it may be 
sufficient to make it clear that anybody can get 
into this act, and the more in, the more self- 
defeating the trade-stamp stunt becomes.” 


When JEWELERS’ CIRCULAR-KEYSTONE 
published a brief account of Snow’s promotion 
(see JC-K, Dec. ’56, Pg. 117), he began receiving 
inquiries from fellow jewelers all over the U.S. 
and Canada. They wanted to know more about 
this unusual promotion. This article is Snow’s way 
of telling them all he can (see the letter of Abe 
Robin, Sales Director of Snow, shown on left). 
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Connecticut 
Rhode Island 
Massachusetts 
Maine 


New Hampshire 


diamonds need apply. 


304 East 45 Street 





SALESMEN WANTED 
FOLLOWING TERRITORIES 


Michigan 
COLONIAL MFG. CO., INC., manufacturers of CUSTOMIZED 


Diamond Rings and importers of diamonds. 


Only men experienced selling diamond rings or loose 


Opportunity for substantial earnings with drawing account. 


COLONIAL MFG. CO., INC. 





Vermont 

New York 

Ohio 

Indiana 

Western Pennsylvania 





New York 17, New York 








FOR FEBRUARY, 1957 


199 

















EXPLANATION OF THE ELECTRIC WATCH 


By Dr. John A. Van Horn, di- 
rector of research and develop- 


ment of Hamilton Watch Co. 


© The external appearance of Hamilton’s electric watch is much like 
that of many other watches on the market today. However, the mecha- 
nism is vastly different. It is the first one in 500 years to alter a basic 
concept in portable timepieces. It is the accomplishment of 10 years 
of intensive work in our own laboratories and of 5 centuries of tech- 
nical development throughout the world. 

In 1480 the mainspring was developed as a mechanical source of 
power for measuring time. From then until January 3, 1957, this 
basic method has remained unaltered. It has been refined but there 
has been no change in concept from that of Peter Henlein’s Egg (one 
of the first portable timepieces)—whether key wound, stem wound, or 
so-called automatic. Watches have heretofore depended on a main- 
spring to supply the power to move the hands. 

The flow of power has been controlled by a mechanical vibrator of 
one sort or another. Improvements in the mechanism have been 
largely an improvement of this vibrating member and its connecting 
link to the rest of the watch. The last maior improvement on the 
mechanical principle contained in Henlein’s Egg was made in 1850. 

Power from the mainspring flows down through a train of gears to 
an escape wheel. A balance mechanism, largely independent of the 
rest of the watch, swings back and forth and every time it makes a 
swing it releases the escape wheel so that the train can move forward 
a little bit to move the hands forward by the correct amount. This 
mechanism is a very fine one in many respects. Even today we 
describe the excellent performance of a machine with the simile, “it 
runs like a watch.” 

However, there are also a number of disadvantages. For one thing, 
the amount of power which the mainspring can store is not very great. 
It is, therefore, necessary to wind the watch at frequent intervals to 
replenish this power. This can be done by turning a stem or by attach- 
ing to the watch an ingenious, though complicated, gadget which can 
perform the same function for the same old mechanism. Along with 
this disadvantage, there is another disadvantage inherent in the main- 
spring. The available power depends upon the state of wind of the 
mainspring, so that your watch may keep a little different kind of 
time at one end of the day than at the other. 

Even a concept so good that it has endured for 500 years could, 
then, be improved upon (1) by finding some way of storing a great 
deal more energy so that the watch will run much longer without 
attention; (2) by finding a more consistent energy source so that the 
delivery of power would be at a more uniform rate; and finally, (3) 
by reducing the complexity of the mechanism, because the fewer the 
moving parts, the more reliable a machine is likely to be. 

In the electric watch all three of these improvements have been 
accomplished by the elimination of the mainspring as the power source 
and the substitution of chemical energy in form of an energy cell. 

To use an energy cell to turn the hands of the watch means. in 
effect, to build a small electric motor in the watch. However, the 
straightforward approach of using a small conventional motor to 
wind the same old mainspring is highly unsatisfactory, if for no other 
reason than that it increases the complexity of the mechanism rather 
than reducing it. In the course of our work, we did make a small 
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THE "ELECTRIC' 
and the 
WATCHMAKER 


R. W. Slaugh, Head Watch- 
maker of Hamilton Watch 
Company, discusses the elec- 
tric watch in relation to the 
watch repairman. 


The introduction of Hamilton’s 
electric watch will affect the watch 
repairman very little for the present 
and for some time to come. He will, 
of course, eventually learn the addi- 
tional techniques which this new prod- 
uct requires. But a watchmaker is 
an ingenious man to begin with, and 
the new knowledge will not be hard 
for him to acquire. Indeed, keeping 
up with technological advances within 
his own industry is neither more or 
less than what he constantly does. 
It didn’t take him long to absorb the 
intricacies of the “automatic,” for the 
repairing of which he is able to 
charge a specialist’s price. 

By the time the electrics are dis- 
tributed widely enough for them to 
constitute a sizable percentage of his 
repair business, the watchmaker will 
undoubtedly have “picked up” much 
of the necessary knowledge. Mean- 
while, Hamilton is going to help him. 
A definite training program is in pros- 
pect of being initiated. Whether this 
will take the form of a training 
“school” or whether the whole job 
can adequately be done through ser- 
vice bulletins is a question not yet 
resolved. In any case, the watch re- 
pairman can depend on Hamilton to 
gvuide him in acquiring the new equip- 
ment and the new techniques well in 
advance of the date when he will need 
them. And pending that time he will 
be able to give valuable service to his 
electric-wearing clientele by replac- 
ing batteries. 
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BETTER GOLD PLATING 
THROUGH RESEARCH 


The Research and Development Department at Spec- 

















tranome is constantly seeking new ways to produce better 
gold plating at lower costs. These skilled technicians have 
solved many unique plating problems and they can be 


put to work for your product. 


Why not call Spectranome on your next plating job? 


Better gold plating will make your product better. 


SPECTRANOME PLATING CO., INC. 
336 W. 13th STREET + N.Y. 14, N.Y.* AL 5-8677 


BUILD YOUR OWN queenvant 
REFERENCE LIBRARY 
Each month, JC-K brings you a wealth of helpful ideas BOWMAN TECHNICAL SCHOOL! 





























on promotion, merchandising, advertising, publicity, mod- A very fine new book of facts about B.TS. 
ernization and many other subjects directly involving your and its work: Your Future and Our School, 
business. tells how you can benefit supremely by a 
B.T.S. course, and will be mailed you, free: 
Be sure to save al] your copies of JC-K, to build a refer- write for it. 
ence library of the jewelry business that cannot be dupli- Courses in Watchmaking, Engraving and 
cated anywhere. Jewelry Repairing. 
Fh tats Bowman graduates pass the Certified Master 
In January, the editorial index will provide you with a Watchmaker tests of H. I. of A., or any State 
priceless merchandising tool. This complete index will Board examinations. 
serve as a guide to your own reference library. Highest authorities say, “B. T. S. is the bess 








school,” and the best jobs await Bowman 
graduates. 

Write for free book “Your Future and Our 
School” which shows how many finest jewelry 


2 | ean n i. businesses have been built on thorough Bow- 
F ARRINGS | man Training. 











YOUR MOST | to BOWMAN TECHNICAL SCHOOL 
PROFITABLE LINE Bowman Building, 
OF 1OKT. AND Lancaster, Pa. 
GOLD FILLED = 


Sold Through Wholesalers Only John J. Bowman, 
| : Director 
M JMS Jewelry Manufacturing Co. 


256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY 
World’s Largest Manufacturers:of Quality Earrings 





Courses Approved for Korean and Other Veteraas 
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WATCH REPAIR 


Dependable + Fast * Economical 


Over @ Quarter-Century 
of Service 
. 


Watches Insured ond Sofeguarded 
in Holmes-Protected Vaults 
= 


All Work Watchmaster-Tested 
2 
Ask for Price List 
or Send Trial Order 


Cooper s Watch Repair Co. 


45 West 48th Street, New York 36. WN. Y. 
Plaza 7-1740 


EXPLANATION OF THE ELECTRIC WATCH (from page 200) 


motor which could be so used. To our 
knowledge, it is the smallest motor of 
its type in the world—but it was not 
a sufficient solution. 

A more fruitful approach was to 
combine the motor with the balance 
wheel, retaining one element of the 
watch, but making it serve a double 
purpose. In our electric watch, the 
balance wheel not only controls the 
time (the same thing it does in con- 
ventional watches), but in addition it 
supplies the power to keep itself in 
motion and to turn the hands—basi- 
cally the only thing a watch need do. 

It is similar to the conventional DC 
electric motor. The only difference is 
that a closely controlled speed—and 





THAT COUNTS 


Genuine 


UNBREAKABLE 


ALLOY 
WHITE 


MAINSPRINGS 


have been tested for 10,000* windings 


without breaking or showing fatigue 


Yes, there are many white- 
colored mainsprings but only one 
NIVAFLEX—already used in more 
than 30,000,000 watches. Look 
for these NIVAFLEX features. 
UNBREAKABLE — 

NIVAFLEX is 100% resistant to corrosives, 


including acid and salt water. Absolutely 


rustproof. 


ANTI-MAGNETIC — 
NIVAFLEX is not affected by thunderstorms 
or sudden temperature changes. 


WILL NOT SET — 
NIVAFLEX is fatigue-proof — stays at full 
strength even up to 10,000 windings. 


SPECIAL FEATURE! 


HR NIVAFLEX mainsprings 
can be inserted directly into 
the barrel. No winder is 
needed. Simply place the re- 
taining ring against the bar- 
rel and push spring ovt. 








POPULAR SIZES AVAILABLE! 


129 most popular sizes plus 13 
Chronograph sizes at $5.75 per 
dozen, and 13 sizes for Auto- 
matics with bridles attached at 
$6.75 per dozen. 


AVAILABLE IN ASSORTMENTS! 


Cabinet 60-175. One each of 72 sizes for 
Swiss watches in 1-drawer Standard Steel 
Stack-up Cabinet with permanent index 


Unit NV-I. Same as above only in card- 
board box. Includes indexes . $35.90 


Unit NV-I!. 12 popular sizes for Chrono- 
graphs and Vulcain Cricket. Includes chart 
and indexes in cardboard cabinet $6.00 


Unit NV-Il!. 12 popular Automatic Main- 
springs with bridles in cardboard cabinet 
with chart and indexes $6.95 


Cabinet 60-188. The best 24 sizes in a 
handsome 24-partition leatherette cabinet 
complete with chart showing all the 
models the mainsprings will fit $11.95 








Sold only thru material supply houses. 


Write us or your material supply house for circular 


HAMMEL, RIGLANDER & CO., 


Box 100, Madison Square Sta., New York 10. N. Y. 


*over 28 years in a watch used daily. 


serves as a balance wheel as well as 
an electric motor. Each time the coil 
on the balance wheel moves in the one 
direction past a pair of magnets fixed 
in the pillar plate, the balance wheel 
itself closes a little switch to send a 
pulse of current through the coil. The 
magnetic field generated by that cur- 
rent reacts with the magnetic field 
from the permanent magnets to kick 
the balance wheel along its way, giv- 
ing it the energy necessary to keep 
running and also the extra energy 
needed to permit it to serve as a mo- 
tor running the rest of the mecha- 
nism 


The selection of a magnet for this 
remarkable motor involved the proc- 
essing of a platinum alloy with the 
highest magnetic energy content of 
any magnet in use today. 


This magnet was really involved 
with another detail. Small electric 
motors are normally not efficient 
mechanisms. A motor the size of this 
one would normally have an efficiency 
of about 6 per cent. The motor in this 
watch has an electrical efficiency of 
about 60 per cent. This factor of 10 
in the efficiency is particularly 
astounding when you consider that it 
must run continuously for a minimum 
of 12 months without depleting the 
power source available in the form 
of a battery. 


The combination of long-term reli- 
ability with a minimum expenditure 
of energy presents an interesting 
problem in the description of the 
equivalent of brushes in the conven- 
tional DC motor. The drag of these 
brushes in this motor must be reduced 
almost to zero, but never quite reach 
it. As another example, it is neces- 
sary to minimize the stray magnetic 
fields which exist in normal motors 
and at the same time minimize the 
effect of those stray magnetic fields 
which will exist. 


The copper wire used in the arma- 
ture is six ten-thousands of an inch 
in diameter. Three strands of this 
wire can be threaded through a hole 
drilled in a human hair. The magnetic 
material of platinum alloy was se- 
lected because it makes the best mag- 


- net. It will hold 215 times its own 


weight. 


The motor is a precision instrument 
with extreme reliability. It is the 
most efficient motor of its size in ex- 
istence. It must take a tremendous 
amount of abuse by the wearer and 
still keep almost perfect time. In hav- 
ing developed the most efficient small 
motor, we have at the same time de- 
veloped the most nearly perfect port- 
able timepiece in existence. 
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bushings and they work fairly 
well, it removes the flavor of 
originality. If you wish, you can 
contact George E. Schlehr at 
Morrisville, N. Y., who makes a 
specialty of rebushing these 
clocks. 


QUESTION: I have an old 
clock manufactured by Henry 
C. Smith. This is an improved, 
brass bushed wooden made clock 
with weights. The pendulum 
spring and rod are missing. How 
can the rod length spring 
strength and pendulum weight 
be obtained? What is the best 
method of cleaning the move- 
ment? What is the best prac- 
tical method of cleaning other 
clocks? M. E. Statler, Scalp 
Level, Pa. 


ANSWER: The Henry C. 
Smith clock should have a 6- 
pound weight for both striking 
and timing sides. The pendulum 
length is approximately 20 
inches. The type that you can 
buy in any material house for 
shelf clocks will do very well. 
The pendulum weight should be 
three to four ounces. 

You may clean the clock by 
placing benzine-moistened peg- 
wood sticks in the brass bushing 
holes. It is not advisable to im- 
merse wooden clocks in liquid 
cleansing solutions as it warps 
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the plates. The clock is rather | 
simple to repair and should not | 
present any particular problem. | 


If more information is needed, 


let us know. 

To determine the correct 
weight needed for a clock, hang 
a laundry scale from the cable 
and hang on weights to the 
hook until a satisfactory motion 
is imparted to your pendulum 
or the speed of the strike side 
is satisfactory, not too fast or 
slow. The scale will then read 
the weight needed. Do not over- 
load as this will cause prema- 
ture wear to the clock. 


QUESTION: I am a disabled 
veteran of World War II and 
have been studying watch re- 
pair for the last year with a 
friend who has recently moved 
away. Circumstances do not 


permit me to attend a school. | 
Since I have invested quite some | 


money in tools I need advice on 
where and how to follow up on 
my training. Frank W. Krysiak, 


310 New York Ave., Newark, 


N. J. 











ANSWER: I would suggest | 


that since you have had some 
training, you should read as 
many books on the subject as 
you can get. Your local librarian 
has a very good listing of 
watchmaking books and their 
publishers. She might also make 
arrangements for you to borrow 
these. However, you might also 
get in touch with Mr. Bert 
Hayenga who is the representa- 
tive of the Horological Institute 
of America in your vicinity. He 
is an able and very willing per- 
son. Contact him at 85 Nesbit 
Terrace, Irvington, N. J. 


QUESTION: Where may I 
obtain a new movement of older 
design (634 rectangular) for a 
diamond watch case? Harry 
Alpert, Cortland, N. Y. 


ANSWER: Write to Henry 
Sobel Co., of 145 Canal Street, 
N. Y., N. Y. This company 
specialized in odd shaped move- 
ments and replacement move- 
ments. 
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UNBREAKABLE 
MAINSPRING 


In Metal Retaining Ring Ready to Slip 
into Barrel. 
Made by the incomparable craftsmen of 
Switzerland. 96 N-DUR-ALL mainsprings 
fit over 2000 popular makes and models of 
regular wind, automatics and chrono- 
graphs. No need to stock more than these 
96 sizes. 
Order from your Newall Jobber. 
1 DRAWER STEEL CABINET 
SYSTEMS WITH INDEX CARDS 
Ne. M 96 - 96 Regular Wind and Automatics . $60.50 
No. M 72 - 72 Regular Wind only.......... $48.25 
If you prefer, these springs can be in- 
serted in your regular Security main- 
spring cabinet as the stock numbers and 
measurements are the same as your 
Security mainsprings. 


ASK YOUR NEWALL JOBBER 
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Write for 
full information 
and free samples. 


JULES BOREL & CO. 


1015 Walnut St. Kansas City, Mo. 

















To increase your profit margin and retain 
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802 Sansom Street, Philadelphia 7, Pa. 
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Beattie Announces New 
Low-Priced Jet Lighter 


Foz the first time, the Beattie Jet 
Flame Lighter (made especially for 
pipe-smokers) is being offered to 
attract the broadest, popular-priced 
market, with a new model retailing at 
$4.95. 

The Beattie Jet functions with a 
conventional upright flame for ciga- 
rettes and cigars, and a jet-flame for 


aiming downwards into a pipe-bowl. 
Aimed sideways, it creates a practical 
“torch” for lighting campfires, doing 
small soldering jobs and other uses. 

The new model is backed by the big- 
gest consumer advertising campaign 
in the company’s history. 

For full information and illustrated 
catalog sheets of the complete line, 
write: Beattie Jet Products, Inc. Dept. 
385A, 19 East 48th Street, New York 
5%, me Ee 


Moed Issues Card Showing 
Cyclotron-Colored Diamonds 


Theodore Moed, 10 West 47th 
Street, New York City, has issued an 
attractive, colored card, showing a 
line of irradiated diamonds. 

The card shows the colors which re- 
sulted when diamonds of poor colora- 
tion were treated by a cyclotron. 
There is also an explanation of the 
fact that this new process can make 
certain diamonds more beautiful and 
versatile. 

Those desiring copies of this card, 
and additional information concern- 
ing the specially-treated gems, are 
invited to contact Theodore Moed, 


Gottlieb Publishes New 
Chart for Diamond Grading 


A new and revised diamond grading 
chart has been published by Fred’k M. 
Gottlieb & Co., Chicago diamond im- 
porting firm. The chart is for the use 
of wholesalers, manufacturers and 
merchants who buy direct from dia- 
mond importers. 

Previous editions of this chart have 
proved of importance to the trade, as- 
sisting in standardizing quality grad- 
ing and also in ordering and re-order- 
ing particular grades. The chart also 
includes standards for weights and 
measurements and other pertinent 
diamond facts 

A copy of the chart may be obtained 
without charge by writing to Fred’k. 
M. Gottlieb & Co., 55 East Washington 
Street, Chicago 2, IIl. 











Kreisler Annual Sales Meeting Held in New York 


Many new items for the Spring season were introduced at the annual sales meet- 
ing of the Jacques Kreisler Mfg. Corp. The meeting and dinner-dance was held 
January 3-5 at the Essex House, New York City. The new “Slim Jim” line of 
watchbands; additional models of “Colibri” lighters and “Tempos” and “Conti- 
nental” in the leather line were shox to the assembled sales force (seen in 


photegraph, above). 
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GE Announces Clock-Radio 
To Sell at Low Retail Price 


The radio receiver department of 
General Electric has announced the 
availability of a clock-radio which 
carries a fair-trade or manufacturer’s 
recommended retail price of only 
$19.95 in most areas. 

The canary-yellow cabinet of the 
model (C-399) is styled with easy-to- 
use dials and controls. The radio has 
a built-in antenna and large Dyna- 
power speaker, and the GE clock is 
self-winding and self-regulating, with 
an automatic wake-up-to-music con- 
trol. 

The model is being manufactured 
in limited quantities and is now avail- 
able to retailers. 


New Ring Lock Made 
By Karlan & Bleicher 


Karlan & Bleicher, Inc., New York 
City, has announced the development 
of a new ring lock device, which the 
company claims surpasses all previous 
efforts to provide a lock which with- 
stands consumer use. 

According to Jacob Karlan, K & B 
president, the new lock is simpler in 
design, less conspicuous and more 
sturdy than previous locks. It employs 
what the company calls “Flip-Grip” 
action. It cannot be easily dislodged, 
bent or loosened. 

The new ring lock will be used ex- 
clusively in Karlan & Bleicher inter- 
locking diamond bridal sets known as 
the “Perfect Lock” line. 


THE JEWELERS’ CIRCULAR-KEYSTONE 











Wyler Offers New Model 
For Volume Spring Selling 


The Wyler Watch Corp. is cur- 
rently offering a special price pro- 
motion on its “Navigator” model 
(shown in display, below). 

The watch, intended to sell at $45 
retail, is being offered for $29.95 
retail. It has the exclusive Incaflex 
balance wheel and many other specia! 
features. 

A battery of dealer selling aids is 
available to back this promotion, in- 
cluding television and theater film 
spots, window displays, streamers and 
newspaper mats. 

Wyler is also currently distributing 
to its dealers a dual-purpose catalog. 
The new catalog is designed to aid 
jewelers as a buying guide to new 
Wyler watch styles and as a sales 
aid. 





The 20-page booklet illustrates over 
100 Wyler models and explains, in 
simple terms, the Incaflex balance 
wheel and the Wyler waterproof case. 


Reed & Barton Offers 
Springtime Silver Display 


Reed & Barton Silversmiths, Taun- 
ton, Mass., has prepared a new 
“Spring” display, which it is offering 
to its dealers. 

The new piece consists of an eight- 
panel screen, decorated with a branch 
of cherry blossoms. Seven of the pan- 
els hold forks in different patterns, 
while the eighth panel carries the 
selling message. 

A linen base, in sky-blue, provides 
ample space for displaying a number 
of serving pieces or a setting of 
china, crystal and silver. 
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Streater Industries Offer 
Low-Priced Metal Showcase 











A metal-frame showcase in the low- 
to-medium price range is currently 
being offered by Streater Industries, 
Inc., Spring Park, Minn. and Chat- 
ham, N. Y. 

The new “Flex-Orama” showcase 
features strong, solid aluminum top 
and bottom frames in an anodized, 
“no-rub” finish. For flexibility, the 
case has three adjustable glass shelves 
in widths of 8, 10 and 12 inches. These 
may be used in any combination or 
at any height. 

Dimensions of the case are 38” 
high, 20” deep and 4 or 6 feet long. 
Streater offers the showcase either 
with or without “Slim-Line” lighting. 


Premesco Makes ‘Solitaire’ 
Mounting in 2 Head Styles 


Premesco (Precious Metals Special- 
ties Co., Inc.) of Newark, N. J., is now 
making a 14K “solitaire” solid shank 
ring mounting, 100 per cent die-struck. 

There is a choice of two heads, 
Needlepoint and Clamp-Down, and a 
new, modern half-round shank with 


high rounded shoulder and lapped 
sides. 
These rings are being marketed 


through the Premesco Service Plan. 








Craftsman Billfolds Holds Sales Meeting, Stresses 





Highly Styled Men's Jewelry 
For 1957 Offered by Fiex-Let 


Flex- Let has announced a new 
Spring line of men’s jewelry, claiming 
that popular-price customers can now 
enjoy the breathtaking styling previ- 
ously reserved for those who spent 
many dollars. 

The new lines of cuff-links and tie 
clips are called, by Flex-Let, “authen- 
tic Replicas” of more expensive crea- 
tions; so authentic, in fact, says the 
company, that only a jeweler could 
differentiate them from the originals. 

Despite their high-fashion qualities, 
these lines are well within the popular- 
priced range, from $2.95 to $9.95. The 
lines allow the jeweler a “king-sized” 
mark-up on every set. 


Bulova Presents Award 
To High School Athlete 
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When young Walt Mangham (on 
the left in the photo), of New Castle, 
Pa., was selected to be on the N.B.A. 
All-America Basketball Team, he was 
presented with a special award by the 
Bulova Watch Co. 


Sam Gurry, Bulova salesman, is 
seen presenting Mangham with an 
engraved Bulova watch, as Jack Ger- 
son of Gerson Jewelry, local sponsor 
of the award, looks on. 











Fashion 





Fashion-styling of the 1957 line of Craftsman Billfolds was the highlight of the 
firm’s recent annual sales convention, held in New York City. In addition, the 
“largest advertising and promotion program in the history” of the concern was 
outlined to the assembled sales force. Shown in above photograph are: (seated, 
left to right) Eddie Chandler, sales manager; Sam Smallman, executive vice 
president; Larry Kagan, divisional merchandise manager. (Standing, front row, 
left to right) George Maier; Sid Jones; Arthur Morrison; S. Moorehead; 
Harry Rosen; Fred Steers; Carl Quiat. (Standing, back row, left to right) 
Leonard Posner; Dave Karp; R. Dakin; Jack Danshill and Leo Cearley. 
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Hamilton Prepares Biggest 
Campaign For Electric Watch 


The biggest advertising and promo- 
tion campaign in the Hamilton Watch 
Co.’s 65-year history has been an- 
nounced to introduce the firm’s new 
electric watch. 

A full scale public-relations and 
publicity campaign is under way, 
sparked by a press luncheon which 
was held January 3 in New York 
City, at which the electric watch was 
unveiled. 

“A New Concept in Time” is the 
theme which will be featured in full 
page, four-color advertisements in na- 
tional magazines. The theme is ex- 
tended to promotional material being 
distributed by Hamilton. 

A booklet is already in the hands 
of jewelers giving details of the 
“World’s first electric watch.” The 
booklet contains a letter from Arthur 
B. Sinkler, Hamilton’s president; in- 
formation on the difference between 
the electric watch and conventional 
movements, and an explanation of 
Hamilton’s guarantee on the electric 
watch. 

To set the electric watch apart from 
other Hamilton watches, a_ special 
watch box display card in color is 
being supplied. The guarantee is ac- 
companied by a certificate of regis- 
tration as added security for the cus- 
tomer. 

Technical data for jewelers is being 
distributed with all shipments of the 
electric watch. This gives the dealer 
his instructions for servicing and 
answers any questions he may have 
»s to its design, engineering, produc- 
tion and operation. 


New Forstner Package 
Features Best-Sellers 


Forstner, Inc. is currently offering 
a single display unit (shown above) 
which features the best-selling men’s 
and women’s watch bands from its 
Komfit, Fortex-5 and Ladies Watch 
Bracelet lines. 

The deal includes a total of 61 
watch bands (14 Komfit bands, 8 
Fortex-5 bands and 34 Ladies Watch 
Bracelets). Cost to the dealer is 
$168.40, and retail value of all the 
bands is $432.96. 

To add to the attractiveness of the 
offer, Forstner is giving dealers who 
order this unit eight bands, as well 
as the display cabinet itself, free. 
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Nordt Offers Ring Blanks 
In 3 Stages of Development 


The John C. Nordt Co., Cedar Grove, 
N. J., has initiated a new ring policy 
designed to save the jewelry manu- 
facturer certain production steps in 
the making of seamless gold rings. 

Nordt is offering ring blanks in 3 
stages of progress, in every conceiv- 
able size and wall-thickness. 

The first stage is the gold washer 
(“A” in above photograph), which is 
punched out of gold bar. This washer 
is the basic form from which the man- 
ufacturer may make rings, and is 
available in 250 sizes. 

The “sized ring form” (“B’’) is in a 
ready-to-finish state in finger sizes 
from 00-15 widths to 20 mm., and wall 
thicknesses to 3 mm. 

The “precision-ring blank” (“C’’), 
or third stage, is a finished seamless 
band except for polishing, engraving 
or other decoration. 

All these blanks can be had in any 
gold karat and in all colors. 


International Stainless 
Offers Ali-in-One Display 


To assist the consumer, confused by 
the range in quality of stainless steel 
flatware, International Stainless is of- 
fering a new type of packaging. 

Designed for the jeweler with 
limited space, the all-in-one stainless 
display (shown above) is available 
free with purchase of sample pieces. 
This compact unit shows 5 nationally- 
advertised stainless patterns in 3 dif- 
ferent price levels. 

This “extra salesman” provides 
complete identification and even ji- 
lustrates the difference in style of 
knives to assist both salesperson and 
consumer. It is designed for counter, 
window, or wall use. 


‘Operation Profit’ Begins 
‘57 Campaign for Feature Ring 


Feature Ring Co.’s 1957 ad cam- 
paign will begin with a half-page 
Feature Lock advertisement in the 
March 25th issue of Life. 

To help retailers take advantage of 
the advertising program, Feature 
Ring has produced a 16-page manual 
titled “Operation Profit” The manual 
consists of a new mat service, and 
lists the latest promotional material 
available to retailers from Feature 
Ring. 

Henry Peterson, president of Fea- 
ture Ring, has announced that his 
company has developed a new finish, 
not previously used on rings. The new 
satin-type finish is known as “Golden 
Glow” and is reported to be highly 
resistant to scratches and dirt. 

The innovation is being introduced 
in the current Spring line of Feature 
Lock rings. It can be used on white 
and yellow gold, or to achieve a two- 
tone effect. 


Price of LeCoultre Clock 
Stops Contestants on TV Show 


The “Atmos Perpetual Motion Clock” 
by LeCoultre was recently one of the 
featured articles on the television 
price-guessing contest “The Price 1s 
Right.” 

Most significant in the event was 
the fact that all the contestants 
guessed the price to be much higher 
than the actual figure ... as high as 
$450, in fact. 

According to the Longines-Witt- 
nauer Watch Co., makers of the At- 
mos, the incident proves the impor- 
tance for the jeweler of price-ticketing 
everything in his window. “Many who 
might think this remarkable clock 
beyond their income, will be surprised 
and delighted to discover that the 
price is little more than the cost of a 
fine watch. . .” 


Pond Reveals Ad Campaigns 
For Keepsake and Starfire 


Intensive advertising campaigns 
for Keepsake and Starfire diamond 
rings were announced during the re- 
cent sales meeting of A. H. Pond 
Company Inc., in Syracuse, N. Y. 

Company president Robert A. Pond 
announced that there would be a 
Keepsake advertisement in Life maga- 
zine every other week. A two-color 
Starfire advertisement will appear in 
every other issue of Look magazine 
during the Spring season. 

These strong national campaigns 
will also feature advertisements in 
many other national consumer maga- 
zines. 

In addition, a complete series of 
dealer merchandising aids was an- 
nounced. These include: motion dis- 
plays, mat services, counter cards, 
movie playlets and television spots. 
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Community Features Spring 
‘Double Dividend’ Promotion 


The Community division of Oneida 
Ltd. Silversmiths is featuring a 
“Double Dividend” promotion this 
Spring. 

The promotion offers the consumers 
two extra place settings free when he 
purchases a service for 6... “eights 
for the price of sixes.” Dealers will 
receive their full regular profits. 

The “Double Dividend” offer will 
make full use of its appealing name. 
Counter and window displays, banners, 
mailing pieces, newspaper mats, radio 
scripts and tv films, will give every 
dealer a chance to reach his potential 
market. Special full-page advertise- 
ments in the Ladies’ Home Journal 
and McCalls’ will back up this promo- 
tion. 

The offer features a complete 52- 
piece service for eight for only $75.50 
retail instead of the usual $97.50; cr 
only $66.00 in Community’s exclusive 
Buffet Drawer Trays. 


Gemex Introduces New 
“Sure-Loc" Watchbands 


A new design in men’s adjustable 
expansion watchbands, that reportedly 
eliminates inventory problems, has 
been introduced to the trade by the 
Gemex Corporation. 

The “Sure-Loc” adjustable has the 
appearance of a standard adjustable 
band, but it allows only those links on 
the back of the wrist to expand. As 
many as 7 links in the band can be 
removed from either end, enabling a 
proper fit, from extra short to long. 

“By adding the men’s adjustable 
with Sure-Loc adjustability to our 
line, we are making available to 
jewelers the safest, surest adjustable 
watchband ever created,” declared 
William B. McLaird, Gemex Vice- 
President in charge of marketing. 
“These watchbands will enable the 
jeweler to order all the expansion 
bands in one size, adjusting each to fit 
the customer.” 

The men’s “Sure-Loc” adjustable 
line is available in 3 styles of stainless 
at $5.95 each retail, and in 5 gold- 
filled styles each at $8.95 and $9.95. 


Orbros New Distributor 
of ‘Mylfiam,’ German Lighter 


Orbros, Inc., 116 S. 7th Street, 
Philadelphia, Pa., has been appointed 
exclusive importer and distributor of 
“Mylflam” lighters. The “Mylflam” is 
a product of a prominent German 
manufacturer. 

An extensive line of table and 
pocket lighters is available in brass 
and nickel finish, as well as moder- 
ately-priced sterling silver. There are 
also leather-covered, lacquered, etched, 
hand-engraved and engine - turned 
models in unusual patterns. The line 
is on exhibition at the Orbros Phila- 
delphia and New York showrooms. 
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Jacoby-Bender Offers 
New Stock Control Cabinet 
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A new merchandising concept in a 
stock control cabinet is being offered 
by Jacoby-Bender, Inc., manufac- 
turers of J-B watch bands. 

The retail jeweler may select any 
four presentation trays and get a 
fine-grained, ultra-modern wood cabi- 
net free. Each tray is covered with 
simulated ostrich leather and assures 
finger-tip inventory control. The dis- 
play is protected by glass. 


Landers, Frary & Clark 
Feature ‘Spring Selling Spree’ 


Landers, Frary & Clark, makers of 
Universal electrical appliances, have 
announced their big Spring promotion. 

The promotion features two con- 
sumer offers and two retailer offers. 

The consumer offers are: a Dazey 
Ice Crusher free with the purchase of 
a Universal Mixablend (the chrome 
blender featured by Universal); and 
a frying-pan cover offered free with 
the purchase of the Universal Auto- 
matic Frying Pan. 

The retailer offers are: thirteen 
Universal Steam ’n Dry Irons for 
the price of twelve; and thirteen 
toasters for the price of twelve. 

A trade brochure has been prepared 
by the firm to announce the promotion 
to the trade. The brochure, provided 
for the use of Universal distributors 
throughout the country, uses a news- 
paper format to get its message across. 

Fifteen national magazines are 
listed in Universal’s advertising sched- 
ule for the Spring campaign. 


“Swing Free" Pad Display 
Offered with Foster Tie Bars 


Foster Metal Products, Attleboro, 
Mass., is offering a small size counter 
display featuring six tie bars on black 
velvet pads—the new “swing free” 
pads for ease in removing the jewelry. 
The bars shown retail at $2.95. 








Anson, Inc. Sponsors 
All-American Family Search 


Anson, Inc., Providence, manufac- 
turers of jewelry for men, announces 
the sponsorship of the first annual 
All-American Family Search. 

The search is currently being con- 
ducted throughout the nation for the 
family most completely typifying the 
American way of life. In order to 
participate for the title, contestants 
must fill out questionnaires which are 
available at local Anson jewelry re- 
tailers’ stores. Questionnaires must 
be mailed to Suite 1400, Grolier Bldg., 
2 West 45th Street, New York 36. The 
contest closes April 15th. 
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The winning family will receive a 
$10,000 Florida vacation home, a 
$5,000 Esther Williams swimming 
pool, a $1000 U. S. Government Bond, 
a $1000 mink stole, a $700 Amana 
freezer-refrigerator unit, and a two- 
week, all-expense-paid vacation in 
Florida for the entire family. 

The 49 state winners will receive a 
round trip to Miami Beach and a 
wardrobe of Anson jewelry for men. 

Anson retailers are being supplied 
with kits containing window stream- 
ers, publicity releases and a counter 
card with 200 contest entry blanks. 


Elgin Watch Announces 
‘Trade 'N Save’ Promotion 


The Elgin National Watch Co. has 
announced that it is again sponsoring 
a “Trade ’N Save” sale, such as the 
one held successfully last year. 

The trade-in promotion, aimed at 
stimulating sales during a normally 
slow period, began February 1 and 
will run through March 2. 

Elgin has selected a cross-section 
of its new line, including direct-read- 
ing models and other special feature 
timepieces, to be featured in this 
special sale. 

During the promotion, consumers 
are being offered a 25 per cent al- 
lowance on the purchase of any one 
of the specified Elgin models, when 
they trade in an old watch. 

A national advertising campaign 
in Look magazine is supporting the 
promotion. In addition, a 13-piece 
promotional kit has been developed 
for the use of jewelers. The kit 
includes banners, streamers, watch 
holders and counter cards. 

Newspaper ad mats and direct-mail 
pieces are also available. 
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Speidel Displays Are Available to Dealers 








Speidel announces two new displays. 
One, a “revolving ring motion” dis- 
play, is for watchbands which are 
attached to a revolving nylon net that 
cannot be seen. An outer ring, revolv- 
ing in the opposite direction, presents 
the jeweler’s messages: “Gift Head- 
quarters,” “Expert Watch Repairs,” 
“Fine Diamonds,” and “Quality 
Watches.” 

This display measures 17 in. high 
by 14 in. wide. It also available 
without the moving parts. 


1s 


The other display is a “showcase” 
display for men’s jewelry sets, hold- 
ing seven tie-clip and cuff-link sets. 
This is made of simulated alligator 
and when open measures 9% in. high 
by 8% in. wide. When closed, the case 
is compact and handy for stock. 

The Speidel products are advertised 
on Speidel’s popular network TV pro- 
gram, “The Big Surprise,” the show 
with the $100,000 grand prize. Ask 
your Speidel distributor how to get 
these new displays free. 





Eterna Watch Co. Issues 
Consumer Guarantee Booklet 


A new, 16-page guarantee booklet 
issued by the Eterna Watch Co. is de- 
signed to be given by retailers to all 
purchasers of Eterna-Matic watches. 
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The booklet confirms the precise 
degree of responsibility shared by the 
jeweler and the manufacturer in 
every Eterna-Matic sale. 

The rear cover (in photo, bottom) 
carries the retailer’s one-year certifi- 
cate of guarantee, listing the custom- 
er’s name, address and date of pur- 
chase. It has a detachable stub to be 
retained by the jeweler, recording the 
watch number and date of purchase. 

The front cover (center, in photo) 
is a certificate of origin, signed by 
Eterna and carrying the purchaser’s 
watch number. 

The booklet also contains a good 
deal of valuable information, such as 
an explanation of the Eterna World 
Service; How to Obtain Service under 
the Eterna Guarantee; a list of 
Eterna agents throughout the world, 
and Hints Looking After Your 
Watch. 


On 
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New Ronson Features 
To Be Known as ‘Posilite' 


Four new engineering advances in- 
corporated in Ronson lighters will be 
known collectively as “Ronson’s ex- 
clusive Posilite action” in the com- 
pany’s future advertising and promo- 
tion. 

The phrase, which emphasizes the 
“nositive lights” and extreme depend- 
ability of Ronson’s current line of 
pocket and table lighters, is now ap- 
pearing in television and magazine 
advertising. 
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Gorham Co. to Participate 
In ‘Mrs. America’ Promotion 


The Gorham Co., Providence, R. I., 
manufacturers of silverware and sil- 
ver products, has announced that it 
will participate in the 1957 “Mrs. 
America” homemaking promotion. 

Through the contest, Gorham will 
be able to use the registered “Mrs. 
America” name in its national adver- 
tising and employ the photograph and 
testimonial of the winner of the na- 
tional contest. 

Gorham will stage a series of table 
setting competitions at the local, state 
and national levels of the “Mrs. Amer- 
ica” contest and will award a 118- 
piece set of sterling silver to the na- 
tional winner. 

National finals in the contest will 
be held at Fort Lauderdale, Florida, 
May 7-14. 


Squire Creates New Display 
For ‘Out-of-This-World’ Jewelry 


Squire, Inc., Taunton, Mass., man- 
ufacturers of fashion jewelry for men, 
has announced a new free display to 
highlight its line of ‘“Out-of-This- 
World” men’s jewelry. 

The colorful, three-dimensional dis- 
play features alternating flashing 
lights, and makes an excellent night 
light for store windows. 
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AMITY 


SEE NEW LINE: Amity Leather Products Co. held its annual sales meeting 


recently in Cincinnati, Ohio. It was stated during the meeting that the firm had 
made the greatest sales increase in its history during the past year. The 1957 
lines of plastic and leather products were shown to the assembled salesforce. 
Seen in the photograph are: (seated, left to right) Jim Rubenzer; Arnold Weiss, 
advertising manager; Robert T. Rolfs, vice president; Harold Leiser, executive 
vice president; Jim Rolfs, and Richard Bennett, sales manager, (Standing, left 
to right) Frank Brodsky, of Gordon Best Co., Amity’s advertising firm; William 
Kirschling; Paul Miller; Jack Vance; Tom Kelly; Joe Marshall; Fred Biebel; 
Robert H. Rolfs, president; Lee Colman; Fred Hollman; Grady Hall; Dick 
Hughes; Les Dow; Murray Grossinger and Bob Sullivan. 
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News of Personnel 









George H. Ragland has been pro- 
moted to eastern sales manager for 
the Wadsworth-Hadley division of 
Elgin. 

Mr. Ragland will be based in Wash- 
ington, D. C. He joined Elgin in 1949 
as a sales representative.. 





















L. Kaye G. H. Ragland 
Rolfs, of West Bend, Wisconsin, manu- 
facturers of leather accessories, an- 
nounce the appointment of Leo Kaye 
as eastern regional sales manager. 
Mr. Kaye was formerly with Elgin- 
American. His headquarters will be 
in New York City. 


Graff, Washbourne & Dunn, Inc., 
Englewood, N. J., manufacturers of 
silver flatware, hollowware and novel- 
ties, announce that Alex W. Poulsen 
will now represent them throughout 
the western states. 

Mr. Poulsen, who formerly repre- 
sented Elgin National Watch Co. in 
the Rocky Mountain territory, will 
operate from his home in Orinda, 
California. In addition to Graff, Wash- 
bourne & Dunn, he will represent 


Leys, Christie & Co., Inc., and Marius 
Hansen Import. 





A. WwW. Poulsen 


R. Kaempfer 


Robert Kaempfer, former secretary of 
The Watchmakers of Switzerland In- 
formation Center, has joined the house 
of Audemars Piguet, distributor in 
the United States of Audemars Piguet 
timepieces, located at 665 Fifth Ave- 
nue, New York City. 

Mr. Kaempfer, a descendant of a 
watchmaking family, was born in La 
Neuveville, Switzerland, and during 
World War II was appointed to the 
Legation of Switzerland in London. 
He came to the United States in 1945. 


FOR FEBRUARY, 1957 


Karlan & Bleicher, Inc., of New York 
City, announce the appointment of 
Robert E. Allan as western sales rep- 
resentative. 

Mr. Allan will operate from the 
company office at 220 West 5th Street, 
Los Angeles. He will present to the 
trade the K & B lines of rings and 
ring findings, and also the Falcon 
Stone Ring Line, produced by a K & 
B subsidiary. 

For more than 14 years Mr. Allan 
has traveled the West Coast circuit 
and has a fine background in selling. 





F. J. Davy 


R. E. Allan 


Frank J. Davy has been named ad- 
ministrative assistant to the general 
sales manager of the watch market- 
ing division of Elgin National Watch 
Company, Elgin, Illinois. 

Mr. Davy formerly headed Elgin’s 
export division. He also has _ been 
traveling as a sales representative in 
the Ohio area and has a thorough 
knowledge of retail jewelers’ prob- 
lems. 


J. R. Wood & Sons, Inc., manufac- 
turers of Artcarved Diamond Rings, 
announce the appointment of Arthur 
H. Biggs, Jr., as representative in the 
central Atlantic territory, including 
the District of Columbia. Mr. Biggs 
has been employed most recently by 
the R. W. Biggs Company in Stam- 
ford, Conn. 


Roderick C. Gaines will represent the 
Artcarved line in Connecticut, Mas- 
sachusetts and Rhode Island. Mr. 
Gaines comes to Artcarved from the 
Krementz Company in Newark, N. J., 
where he was on the sales staff for 
ten years. 


Richard Gragg has been appointed to 
an extensive territory in the North- 
west. In recent years Mr. Gragg has 
been selling for the Traub Manufac- 
turing Company. 


Sal Rothschild has been named south- 
eastern sales representative for the 
Gleeson Jewelry Company, 604 West 
Main Street, Louisville, Ky. 

Mr. Rothschild is widely known 
throughout the southern states. 
















J. N. Brown 


F. W. Hepperia 


Hamilton Beach Company, division of 
Scovill Manufacturing Company of 
Racine, Wisconsin, announces the fol- 
lowing appointments: 

Frank W. Hepperla, eastern re- 
gional manager; J. Norman Brown, 
southern regional manager; Hiram 
M. Flagg, northeast-central regional 
manager; John R. McCormick, mid- 
west regional manager; and Clarence 
J. Piemeisl, West-Coast regional man- 
ager. 

Clarence A. Galjour becomes rep- 
resentative for Hamilton Beach in 
parts of Florida, Alabama, Louisiana 
and Mississippi. 





\ 





C. A. Galjour 


C. J. Piemeis! 


Chesterfield Jewelers, Inc., 33 West 
46th Street, New York, manufacturers 
of Chesterfield jewelry and Jean Sybe 
watches, announce the appointment of 
James King as southern sales repre- 
sentative and Stanley P. Barnett as 
midwest sales representative. 

Mr. King was formerly associated 
with Krements & Co., Lester & Co., 
and Sloan & Co. Mr. Barnett was 
formerly with Imperial Pearl. 
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CLASSIFIED ADS 


RATES AND REGULATIONS 


Remittance in Advance 


“SITUATION WANTED” 


—Regular type $2.00 first 25 words; addi- 


tional words, 10 cents per word. Heavy type $7.00; addi- 


tional words 25 cents per word. 


“HELP WANTED"’—"LINES WANTED"—and “SIDE LINES"—Regular type $4.00 
first 25 words; additional words 15 cents per word. Heavy 
type $7.00 first 25 words; additional words 25 cents per 


word. 


ALL OTHER HEADINGS—Regular type $8.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $12.00 first 25 
words; additional words 30 cents per word. 


® Name, Address, Initials and Abbrevia- 
tions count as words. 

® If answers are to be forwarded, 20 cents 
extra to cover postage must be enclosed. 


® No Agency Commission. 


In answering Box Numbers address envelope “Box —, 


® Advertising matter addressed to classi- 
fied advertisers will not be delivered. 

® Classified ad form closes 10th of the 
month preceding date of issue. 

@ A box number when used in ad counts 
as five words, that is, “Address #13, 
care of J C-K.” 


” 


care of Jewelers’ 


Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose 


original letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. 





Situations Wanted 





PEARL stringer, experienced; good refer- 
ences. Address “H.., sential care of JC-K. 





BOOKKEEPER, highly aehte and ex- 
perienced ; seeking responsible position. 
Address “S., 2719,’ care of JC-K. 

W. ATCHMAKER, experienced and pattie 
mechanic, seeks steady job in fine retail 
store in midwest. Address “P., 2628,” 
care of JC-K. 

DIAMOND expert, buyer, assorter, sales- 
man, wants position with first class firm 
as buyer or seller. Address “D., 2731,” 
care of JC-K. 








WATC HMAKER, top man, wishes to in- 
vest as partner in trade shop or small 
jewelry business. Address “A., 2676,” 
care of JC-K. 


JEWELER, special sedan. repair, stone 
setting and engraving; first class 
work in first class store only. Ad- 


dress *“C., 27 425,’ ”” care > of jC -K. 


DIAMOND expert seeks position with first 
elass firm, preferable in smaller town in 
good climate. Address “D., 2730,” care 
of shes 

YOUNG aay, experienced and qualifies 
for jewelry factory office, with initia- 
tive and able to assume responsibilities. 
Address “F., 2684,” care of JC-K. 











JEWELRY salesman, menaatale experi- 
enced all phases store operation, watch- 
maker; New York or vicinity. Address 
“L., 2690,” care of JC-K. 

DIAMOND man of nationally known New 
York ring house, wishes to connect with 
reputable ring or diamond house; thor- 
oughly experienced ; best references. Ad- 
dress “S., 257,”" care of JC-K. 





————— 
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OUTSTANDING salesman ; jewelry boxes: 
every surrounding area within 500 miles 
New York City; contract salary, com- 
mission, travel expense; highest refer- 
ence. Address “S., 2718,’ care of JC-K. 





SALESMAN, 33, married, wishes to locate 
in New Jersey for retail jeweler; 10 
years’ experience in all phases of the 
jewelry line; knowledge of watchmak- 
ing. Address “K., 2668,” care of JC-K. 

WATCHMAKER, experienced, H.1.A. cer- 
tified, state licensed by examination; 40 
years old, married, dependable; desires 
position in southern Florida or Arizona. 
Address “A., 2669, ” care of JC-K 

DIAMOND assorter, 29, ‘ambitious, good 
appearance ; experienced in filling dia- 
mond orders; with large diamond house 
for several years; references; New York 
City. Address “S., 265,” care of JC-K. 














COLLECTOR salesman seeks condensed 
outstanding diamond ring line; New 
York to St. Louis via New York central 
system; substantial draw. Address “S., 
2692," care of JC-K 








EXPERIENCED diamond assorter and 
diamond picker for fancy pieces; have 
excellent. background ; family man; will 
start at $125.00 per week minimum. 
Address “S., 269,’ care of JC-K. 

EXPERT diamond assorter ond diamond 
buyer for melee and sizes; also ring 
production manager ; conscientious ; will- 
ing to start at $6500.00 per annum. Ad- 
dress “S., 268,” care of JC-K. 











MANUFACTURING jeweler, diamond set- 
ter, fine workman; 29 years’ experience ; 
available to fine retail store; now em- 
ployed but desire change. Address “H., 
2694,” care of JC-K. 





SALESMAN, experienced, wants position 
covering south or midwest for manu- 
facturer or wholesaler of costume jewel- 
ry; active and well known; capable of 
organizing and supervising sales staff. 
Address “D., 264,” care of JC-K. 


MANAGER, salesman, 20 years’ thorough 
experience, New York, out of town; 
every type operation, finest lines dia- 
monds, watches, sterling, china, gift- 
wares, organizer, promotions, advertis- 
ing. Address “L., 2630,” care of JC-K. 











WATCHMAKER, capable, seasoned: ex- 
cellent references concerning ability, in- 
dustry and integrity; relocate immedi- 
ately store or shop offering permanent 
promising connection. Address “A.,, 
2734,” care of JC-K. 





BOOKKEEPER, female; full charge. thor- 
oughly experienced, correspondence, di- 
amonds and jewelry : competent, con- 
scientious, personable; excellent refer- 
ences ; New York City. Address “‘A., 
2735," care of JC-K 





YOUNG college graduate desires position 
traveling for better type jewelry manu- 
facturer or wholesaler; over ten years’ 
retail jewelry store experience in high 
cae store. Address “A., 2697,” care of 








ACCOUNTANT, age 43; retail jewelry 
background; business administration 
degree; qualified tax matters, retail 
systems for departmental buying and 
turnover analysis. Address “A., 2733,’ 
care of JC-K. 

MASTER salesman. window trimmer; all 
around merchandising specialist; busi- 
ness builder, good will creator; avail- 
able New Jersey credit jewelers; finest 
reference. Address “S., 2691,’ care of 
JC-K., 





GENERAL Manager; heavy intimate ex- 
perience sales, credits, collections, finer 
displays, advertising : efficient stock 
control, personnel coordination; cur- 
rently employed Manhattan vicinity. Ad- 
dress “S., 2673,’ care of JC-K. 








DIAMOND salesman available prominent 
store maintaining only finest quality 
stock ; personable middle age gentleman: 
successful intensified experience; em- 
cha now. Address “S., 2665,”’ care of 

& 





HERE is a good salesman; conscientious, 
ambitious, 10 years jewelry field; age 
37; presently managing store; desire 
position sales representative top whole- 
saler or manufacturer; let’s talk it over. 
Address “H., 2699," care of JC -K. 

DIAMOND assorter and appraiser; ex- 
perienced in mounting rings, fill orders: 
number of years with large ring manu- 
facturer; references; New York City 
preferred. Address “P., 271,” care of 
JC-K. 





MANAGER, salesman, buyer; 20 years 
experience all phases jewelry business, 
credit, merchandising, advertising, win- 
dow trimming; desires affiliation north- 
ern New Jersey or New York City. Ad- 
dress “K., 2720,” care of JC-K. 





ENERGETIC young man, thorough pro- 
duction control experience, manufacture 
diamond mountings; capable personne! 
supervision, purchasing ; personable; de- 
sires challenging position , good poten- 
tial. Address “B., 2722,” care of JC- K. 





MANAGER salesman ; 30 years’ xnowta dee 
every phase credit business, desire deep 
south connection or manufacturer’s line 
of watch attachments, etc., to jobbe rs 
only; Miami area. Address oe Pe 
care of JC-K. 








SALESMAN desires ‘eutabliched A-1 ess, 
jewelry or gift line; territory: Wiscon- 
sin, Minnesota, Iowa, Eastern part of 
North Dakota, South Dakota and Ne- 
braska:; furnish A-1 reference. Address 
oe 2666, ”" care of JC-] K. 








GOLDSMITH desires permane nt position ; 
14 years with trade apprenticeship 
taken in Denmark; age 30; specialized 
in hand made jewelry and designing ; 
California or Florida preferred. Write 
D. Heidger, 5598 Municipal Square, 
Greendale, WwW is. 

BOOKKEE PER, female : 
perience full charge, executive secre- 
tary, expert stenographer, typist, as- 
sistant employer diamond jewelry stock 
inventory ; trustworthy, personable, ref- 
erence ; salary $85.00 week. Address 
“G., 267,” care of JC-K. 


many years’ ex- 
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WATCHMAKER, clock repairs and light 
jewelry repairing, estimating and sales; 
36 years old, married, dependable, pres- 
ently employed; seeking permanent 
position with better opportunities; wish 





to relocate. Address “M., 2683,” care 
of JC-K 
MERCHANDISE control manager; cash, 


credit chain; 15 years’ experience, thor- 
ough understanding all phases; ability 
to work with top management coor- 
dinating and distributing merchandise 
throughout stores. Address “G., 274,” 
care of JC-K. 





DIAMOND buyer, merchandising; 
thorough knowledge of diamonds, 
mountings, watches, general jew- 
elry; years of selling experience; 
location preference; Dallas, Atlanta, 
Florida or South. Salary $15,000 
plus. Address “G., 270,” care of 
JC-K. 





TOP wéeah ctieitiin peaiiien westehen 
with wholesaler of loose or mounted 
diamonds; experienced, conscienti- 
ous, has thorough knowledge of 
English, Spanish and French; will 
travel anywhere; can furnish excel- 
lent og ro Address “K., 275,” 
eare of JC-K 








FLORIDA location wanted: 





 Seusbination 


watchmaker, jeweler salary or lease 
repairs ; quality work only; vast experi- 
ence on Vach, Patek, chronographs, 
R.R. and sup: rvision; have available 


about $3,000 in equipment; references; 





no bad habits. Address “E., 2707,” care 
of JC-K. 

YOUNG MAN, age 25, college graduate. 
fine appearance presently employed 


jewelry manufacturer knowledge of 
manufacturing and all precious stones; 
desires position in better type jewelry 
or department store; New York City 
vicinity only. Address “G., 2712,” care 
of JC-K. 





WATCHMAKER wants permanent posi- 


tion with highest type cash jewelry 
Store ; long years of unusual experience ; 
capable, especially on Patek Phillippe; 


Le Coultre and all other finer grades: 
excellent references; customer contacts 











not desired; salary $125 weekly min- 
imum. Address “D., 2624,” care of 
JC-K 

MANAGER; 16 years’ diversified jewelry 
experience ; age 35, married, excellent 
reputation; specializes in advertising 
and fast moving promotions; top rate 
salesman; highly experi. nced in dia- 
monds, display, buying and merchandis- 


ing; extremely capable in all phases 
credit and fine jewelry retailing; per- 


sonal interview will convince you of 
calibre; will consider only S. Conn., 
Ww estchester, Long Island, north Jersey 
and New York. Address "Ww staee” 


care of JC-K 
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Lines Wanted 








SALESMAN, now selling 14K jewelry to 
finest retailers in eastern territory de- 
sires non-conflicting side line. Address 
“S., 272,” care of JC-K. 





MANUFACTURERS representative cover- 
ing west coast calling on retail jewelers 
and d: ‘partment stores wishes outstand- 
ing line of ring mountings; I specialize 








in rings. Address “S., 2698,” care of 
JC-K. 

SALESMAN ; 15 years’ experience selling 
jewelry jobbers watch bands in New 


England, New York, New Jersey, Phila- 
delphia and the south; what have you 








to offer. Address “H., 2728,” care of 
JC-K. 
WELL established salesman now calling 


on wholesalers, jobbers and premium 
trade wants lines for midwest and south- 
ern territory. Address Circular #338, 
care of JC-K, 360 North Michigan Ave- 
nue, Chicago 1, Ill. 











GEMOLOGIST, foreign trader, ex- 
perienced buyer, salesman attend- 
ing British, German, and Swiss trade 
fairs Spring 1957; available to 
execute assignments on a commis- 
sion basis; highest references. Ad- 
dress, “‘S., 2606,” care of JC-K. 











LONG established jobber with Chicago 
loop offices and stockroom looking for 


exclusive lines as sole distributor or 
agent; calling on jewelers, department 
stores, mail order houses, furniture 


stores, etc. Address #337, care of JC-K, 
9 North Michigan Avenue, Chicago l, 
Tl. 








GOLDEN opportunity for manufac- 
turers; one of the nation’s highest 
ranking representatives covering 
eastern states, New York to Michi- 
gan for the past 30 years, traveling 
35 weeks a year; desires gold, plat- 
inum, diamond lines, emblem mer- 
chandise, traveling clocks, watches 
and promotion goods; has most 
powerful connections in the country 
with jobbers, department stores, 
credit, large retail stores, and all 
other types of outlets; you cannot 
fail with this five star salesman, 
commission basis; what have you to 
offer? Address “I., 2663,” care of 
jJCc-K. 








Side Lines 





SALESMEN with retail following for 14K 
die struck charms; good potential Ad- 
dress “C., 2670,’ care of JC-K. 


SALESMAN calling on fine stores in 
medium sized cities, wanted for ex- 
clusive, imported charm line. Ad- 


dress “G., 2721,” care of f JC- K. 
TRAVELING salesman wanted to carry 


as side line a ladies’ gold mounting 
line to jobbers and wholesalers; 
drawing against commission. Ad- 


dress “W., 2644,”’ care of jC-K. 


Ww ANTE D: * side line ‘salesmen : west ¢ coast, 
south, southw est areas, to carry un- 
mounted line of ladies’ watch cases and 
es Address “C., 266,” care of 























SIDELI N E salear -sman : 


in: sell attrac tive, fast 
moving, inexpensive line of ring and 
watch boxes; many territories open; 
liberal commission ; reply giving full de- 
tails. Address “R., 2659,” care of JC-K. 


SAL ESMAN wanted for our established 
retail accounts in Florida, Georgia and 
Carolinas to carry our complete line of 
w wet stone and pearl rings. Address 
“R., 2732,” care of JC-K. 


SALESMEN with established territory 
for popular priced stone rings and 
diamond line; commission; state 
experience, territory and references, 
Schwartz Jewelry Co., Inc., 850 Elk 
St.. Buffalo 10, New York. 


WANTED by manufacturer, a salesman 
with good following, for midwest or 
west coast to carry a top line of 
platinum and gold watch cases and at- 




















tachments. Address “K., 2607,” care of 
JcC-K. 
WATCH bands; new line, top quality; 


direct from manufacturer to the better 
jewelers; very small line requiring 
little time and effort; dependable re- 








peat business. Address “J., 2705,” care 
of JC-K. 
PORTABLE radio; here’s a pushover for 


salesmen calling on rated credit jewel- 
ers; carry one small sample; our guar- 
anteed radio meeting with enthusiastic 
reception; high commission: references 
requested. Address “S., 2709,” care of 
JC-K. 








FOR FEBRUARY, 1957 








SALESMEN for fine watch line, retails 
from $71.50, calling on quality 
jewelers; protected territories avail- 
able; draw against commission; only 
those with excellent references need 
apply; complete information first 
letter. Address, “F., 2680,” care of 
JC-K, 

TOP line trophy manufacturer wants ex- 
perienced sales representative, prefer- 
ably one carrying not more than two 
non-conflicting lines, having retail jewel- 
ry following in Ohio, Indiana, Michigan 
and Illinois excluding Chicago ; commis- 
sion; write full particulars. F. H. Noble 
& Company, 559 W. 59th St., Chicago. 














SIDE line salesman to call on retail 
jewelers in all or any of these states: 
Texas, Mississippi, Louisiana, Alabama, 
Tenn., Kentucky and Georgia; line con- 
sists of diamond rings, diamond wed- 
ding rings and mountings; must have 
non-conflicting line; drawing against 
commission; state age, experience and 
references. Joseph ee, Inc., 34 
Eldridge St., New York 2, q 


REPRESENTATIVE: to ‘call on jewelers 
with our line of ladies’ and men’s 14Kt. 
gold overlay jewelry in towns not now 
covered by our own sales force; desire 
a man with an established territory 
earrying a non-conflicting line ; commis- 
sion basis; give complete information 
as to experience, territory and lines 
now carried; references required. Krem- 
entz & Co., 49 Chestnut Street, Newark 
i, N. J 














AGGRESSIVE jewelry ‘salesmen ; leading 
New York jewelry importer offers ex- 
cellent opportunity for salesmen with 
retail jewelry following to carry a side 
line of imported 18K gold charms set 
with precious stones; this line has been 
hailed as the finest, most uniquely styled 
by leading trade and consumer retail- 


ers: all territories open; excellent com- 
mission: write full details. Address “L., 
2661,”’ 


care of JC-K. 





AGGRESSIVE salesmen, having fol- 
lowing among fine jewelers and de- 
partment stores, with proven sales 
record to sell custom deluxe quality 
leather watch straps and _ sterling 
mounted comb and file sets in fine 
leather cases; can be handled in 
conjunction with non-conflicting 
lines on commission; New York, 
Illinois, southwest and west coast 
open. Address “S., 2695,” care of 
JC-K. 


WONDERFUL opportunity for man 
covering retail jewelers and depart- 
ment stores with non-conflicting 
line; will represent a well estab- 
lished manufacturer of fine quality, 
priced to sell, ladies’ and gents’ 
stone rings, cultured pearl rings, 
zircon rings and wedding rings; 
liberal commission plus bonus; 
state experience, territory covered 
and line now carried. Address “R., 


2704.” care of JC-K. 








Help Wanted 








per- 


WANTED, two A-1l watchmakers; on, 
60,” 


centage basis —_ Address “T., 14 
care of JC-K 





WANTED : A- 1 jeweler, who can repair 
and set stones. Address “V., 1461,” care 
of JC-K. 


REPRESENTATIVE wanted for fast sell- 
line of imported 





ing and distinctive 
jewelry : commission basis ; give refer- 
ences. Address “i. 2726," care of . of JC- K. 


WANTED ; A-1 trade ‘shop diamond set- 
ter: top quality plant, top wages, year 
round work. E. W. Vick & Son, 205 E. 
_ Broadway, Long Beach, Calif. 





(C ontinued on page 212) 
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(Continued from page 211) 


Help Wanted 











CLERK, female, to pick colored synth 
stones; experienced; control inven- 
tory; gold rings; good salary, steady 
job. K. Polishook & Son Corp., 216 
East 45th Street, New York City. 





JEWELRY salesmen, retail following; 
compact money making line; sell 
manufacturer’s line of 14K charms, 
calendars and discs. Address “R., 


2700,”’ care of JC-K. 


PERMANENT position for manager and 
assistant manager; must have good ref- 
erences: send full information and sal- 
ary expected in first letter. Address 
“W., 2702,” care of JC-K. 








OPPORTUNITY for pleasant and ambi- 
tious credit jewelry store salesman; 
central Ohio: give age and experience in 
first letter. Address “K., 2686,” care of 


- 
/ 


CRE DIT jewelry salesman; ‘eeslotant to 
manager for live store in Connecticut; 
young, personable, future ahead: (now 
available). Address “A., 2545,” care of 
JC-K. 


PERMANENT salesman position: must 
be well trained to handle watches and 
diamonds; must have good references; 
send full information in first better. 
Address “W., 2703.” care of JC-K 








WANTED: saotetant manager for jewelry 
store, capable of assuming responsibil- 
ity: state age, experience, references, 
salary expected, etc., with first letter. 
Address “B., 2723,” care of JC- K. 


WATCHMAKER, demend setter . fer 
permanent position in midwest city: 
ideal working conditions in old 
established independent firm; full 
details first letter. Address ‘“P., 
2672.” care of jC-K. 


CASTING enlesman with following: com- 
mission 5¢ per penny weight sold: finest 
stripped work; extremely competitive 
prices: daily New York deliveries. Call 
the Flower Company, New Rochelle, 
New York ; NE 6-1839. 


A GOOD me anton’ somian itn is ‘able 
to operate a shop of a few men: one 
possessing business ability with a fine 
background: wonderful future for a 
capable man: write = detail. Address 
“S., 2674,” care of JC-K. 





SALESMAN : experienced - Indiana, Ohio 
and Iliinois; also salesman for the deep 
South; all the best lines including 
Anson. Gleeson Jewelry Company, 604 
West Main St., Louisville, Ky. JU 7- 
1203. 

SALESMEN waprted, between 35 and 50 
years of age, to sell hand painted ster- 
ling enameled jewelry, barrettes, brace- 
lets, etc.: 20% commission. F. A. Her- 
mann Co., 20 Belmont Place, Melrose 
Highlands, Mass. 

WANTED ; experienced watehmaker, per- 

manent position; air conditioned store 

on Eastern Shore of Maryland: state 
age, experience, salary wanted in first 
letter. Address “D., 2693,” care of 

JC-K. 

WATCHMAKER, experienced: five day 
week; ideal working conditions in 
Northern Ohio city, permanent job; 
state age, experience, salary expected, 
in first letter. Address “R., 2165,”’ care 
of JC -K. 


_——— ———$$—$$____-__—__— 


SAL ESMAN: leading refiner precious 
metals seeks experienced man _ to 
solicit manufacturing jewelers in 
New York City; fine opportunity for 
right man; state age, experience and 
starting salary. Address “C., 273,”’ 
eare of JC-K. 











EXCELLENT opportunity for aggres- 
sive salesmen, representing old, well 
established jewelry display manu- 
facturer; good territories still open; 
write full particulars; our employees 
know about this ad. Address “C., 
2657.” care of JC-K. 


SALESMEN ; 





sterling silver flatware and 
hollowware: good opportunity; several 
choice territories open; give complete 
details of territory covered; all applica- 
tions will be held in strict confidence. 
Frank Smith Silver Company, 60 Chest- 
nut Street, ‘Garéner, Mass. 





SALES agency or manutasterers repre- 
sentative for established line of sterling 
hollowware and nationally advertised 
line of sterling flatware; southeast and 
southwest __ territories. Frank Smith 
Silver Company, 60 Chestnut St., Gard- 
ner, Mass. 

MANUFACTURER of a very fine line of 
wedding rings, diamond rings, emblems, 
etc., has an opening for a salesman rep- 
resentative with a fine line for the states 
of Kentucky, Tennessee, Georgia, etc. ; 
strictly commission basis: write in de- 
tail. Address “S., 2675, ”’ care of JC-K. 





SAL ESMAN wanted for the south by na- 
tionally known manufacturer of ster- 
ling silver hollowware, baby goods and 
gift items for jewelers, department 
stores, gift shops and jobbers: liberal 
commission. Address “L., 2689," care 
of JC-K. 





CL HOCK nad wateh salesmen with retail 
following wanted by importer of popu- 
lar priced 17 jewel Swiss watch line and 
clock line, travel alarm, desk, musical, 
cuckoo, 400 day, for middle west and 
south. Address “B., 2717," care of 
JC-K., 





SALESMAN, to call on retail jewelers in 
Nevada, Idaho, Wyoming, Utah, with 
additional non-conflicting line: our fine 
line of gold and gold filled jewelry well 
known for over 50 years: all replies 
confidential. A & Z Chain Company, 
116 Chestnut Street, Providence, mS 


SAL ESMAN living in Indiana or Ohio to 
travel in Indiana, Ohio and Kentucky: 
nationally Known lines: bands, straps, 
material and better jewelry: good draw 
and commission. Write Mr. Paul, 801 
Metropolitan Bldg., 33 John R., Detroit 
26, Mich. 


ASST. Store Managers, 2, wanted by 
an aggressive credit jewelry store; 
top opportunity to become store 
managers; write at once in confi- 
dence, your past experience and 
salary desired; a personal interview 
can be arranged; Ed Freed, Alpert’s, 
111 East Water Street, Elmira, N. Y. 








SALESMAN with a following wanted by 
long established manufacturer to carry 
our complete line of brand new models 
of diamond and pearl rings and ring 
sets; also watch attachments and cases; 
very liberal commission arrangements 
will be made for an wpe KA man. 
Address “F., 2696," eare of JC-K 

COSTU ME Semele : manufacturer quality 
costume jewelry and popular priced, has 
opening for experienced men in east 
North Central States, east South Cen- 
tral States, west North Central States, 
and west South Central States: highest 
commission. Address “F., 2590,” care of 
JC-K 


> 


SALESMEN age 25 to 35 who are man- 
ager potentials but have never had an 
opportunity to manage a store; will 
give management training for’ six 
months in retail credit jewelry stores in 
south; give full particulars of employ- 
ment history: replies confidential. Ad- 
dress “B., 2609,” care of JC-K. 

WANTED; front man, watch pepade 
estimator; personable, capable of es- 
timating all types of watches and jewel- 
ry repair; southern city, good hours, 
paid vacations; write full particulars 
including salary, references, recent 
snapshot, married, etc. Address “K., 
2632,” care of JC-K. 














SALESMAN, Pacific coast, aggressive, 
to represent old established manu- 
facturer of precious 14K gold dia- 
mond mountings, bridal sets, at- 
tachments, watches, gents’ rings, 
etc.; must have following, drawing, 
commission basis; previous experi- 
ence and earnings in first letter. Ad- 


dress “K., 2679,” care of JC-K. 





POST Exchange salesman with fol- 
lowing in United States or abroad to 
sell 14K gold popular priced line of 
diamond sets, mountings, watches, 
attachments, gents’ rings, etc. on 
commission basis; drawing account; 
reply must contain previous ex- 
perience and earnings. Address “K., 


2678,” care of JC-K. 





MANAGER; must be self-starter, ag- 
gressive and thoroughly experienced 
in credit store management; no 
fancy promises; you make your own 
future with us; write at once, in 
confidence, your past experience, 
salary desired and any other per- 
tinent information; Ed Freed, 111 
East Waier Street, Elmira, N. Y. 





WINARD, INC... leading creators of 
ladies’ gold filled fashion jewelry, 
have opening for Chicago resident 
to call on jewelry and department 
stores in Chicago and surrounding 
territory; write stating experience, 
territory covered and lines carried; 
commission basis. 171 Madison 
Ave., New York 16, N. Y. 





SALESMEN wanted for southern terri- 
tory: Alabama, Georgia, Florida, 
North & South Carolina, Kentucky, 
Tennessee, Virginia, Maryland; rep- 
resenting a _ nationally accepted 
watch line; can be a profitable side 
line; write experience, qualifica- 
tions: commission basis. Lathin 
Watch Co., 580 Fifth Ave.. N. Y. 36. 

JEWELER who can do onan average ccnair 
work and diamond setting: it would be 
desirable if clock or watch repairing 
could be a part of this position: will 
assist with further training if applicant 
has not completed all his training: sal- 
ary no problem, will pay well for service 
rendered. Kirkberg Jewelers, Fort 
Dodge, Iowa. 








SALESMAN. aggressive. to cover states 
of Ohio, Michigan, Illinois, etc.. to 
represent old established manufac- 
turer of precious 14K gold line of 
diamond mountings, sets, attach- 
ments, watches, gents’ rings, etc.; 
must have following: drawing, com- 
mission basis; reply must state 
previous experience and earnings. 


Address “K., 2677.” care of JC-K. 
SALESMAN for southwest, including 


Kentucky and Tennessee, who has 
following, to represent nationally 
known ring house; delivery line of 
diamonds and colored stones; mer- 
chandise aids; established territory ; 
drawing account; reply in confi- 
dence. M. H. Shiman & Co., Inc., 
48 West 48th Street, New York 36, 
Die Be 


ATCHMAKERS and department man- 
ah oy openings in leased watch and 
jewelry repair departments in leading 
department stores throughout country; 
old established company seeking only 
men interested in permanent positions; 
excellent working conditions; high pay; 
state age, experience. People’s Watch 
Repair Company, 120 Summit St., 
Toledo, Ohio. 
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SALESMAN for nationally known New 
York ring concern with following; 
Illinois, Wisconsin, Minnesota, lowa 
and Missouri; house has large fol- 
lowing; line consists of diamond 
and colored stones for delivery and 
is comprehensive, with merchandise 
aids; drawing against commission; 
reply confidentially. M. H. Shiman 
& Co., Inc., 48 West 48th Street, 
New York 36, N. Y. 

AGGRESSIVE salesmen wanted to 

handle nationally advertised, com- 

plete religious jewelry line, com- 
petitively priced; 








experienced man 
with retail following, giving com- 
plete coverage in any of the follow- 
ing territories: New York State, 
Pennsylvania, midwest or Texas; 
many active accounts; 12'42% com- 
mission; side line permitted. Ad- 
dress “L., 2713.” care of JC-K. 
SALESMAN for Oregon, Washington, 


Idaho, Montana, Wyoming; one with 
following to supplement our ac- 
counts; only man accustomed to 
high earnings selling diamond rings; 
liberal drawings against top com- 
missions; nationally known MIR- 
ACLE diamond rings; send full de- 
tails, held strictly confidential. Shi- 
man Brothers & Co., 234 W. 39th 
Street, New York, N. Y. 

SALESMEN; nationally known diamond 
ring house adding to our sales organiza- 
tion: have open territories south, cen- 
tral middle west, southwest and New 
England; men with established retail 
jeweiry store following need apply; 
$10,000 drawing account against com- 
mission; give detailed antecedents in 
first letter; our men know of this ad; 
all information kept in strict confidence. 
__ Address “R., 2687,” care of JC-K. 


$10,000 annually; that’s what we're 
anxious to pay a top store manager; 
but he must be tops in sales, credit 
and administrative ability; write at 
once in complete confidence your 
full experience, family status, salary 
record, enclose a photo if possible; 
if you’re looking for an unusually 
bright future with a growing credit 
jewelry firm in upper New York 
State; Address “A., 2685,” care of 

_ICK. 

WATCHMAKERS and estimators, for re- 
pair departments in retail department 
stores; national organization connected 
with one of the largest retail depart- 
ment chains in the country; employee 
discount, group hospitalization plan, ex- 
cellent future for person with pleasing 
personality and willing to assume re- 
sponsibility; positions opened in the 
east, south, midwest and southwest. 
Address Circular 336, 360 N. Michigan 
_ Ave., Chicago 1, In. 














RARE opportunity for two young, person- 
able, aggressive and experienced sales- 
men to call on vyvetail jewelers and 
department stores in two long and well 
established territories with America’s 
finest and best known cultured pearl 
line ; territory #1, Georgia, North Caro- 
lina, South Carolina, Alabama, Missis- 
sippi; territory #2, Virginia, West Vir- 
ginia, Tennessee, Kentucky; tremendous 
earning potentials for the men who can 








qualify. Address “I., 2714,” care of 
JC-K., 

JEWELRY salesmen, retail following, 
compact money making line, sell pat- 


ented Vari-Gem gold stone rings: only 
line where retailer himself can inter- 
change and securely reset a variety of 
birthstones and onyx stones in a Vari- 
Gem ring in 60 seconds; dynamic sales 
producing promotion program; excellent 
commission ; territories open: Michigan, 
Ohio, New York City, New Jersey, 
Pennsylvania, Maryland, Washington, 
D. C., Virginia, West Virginia, Texas, 
Louisiana and New England area: pro- 
tected territories; supply references and 
experience; confidential. David Pfeffer 
ar 106 Fulton St., New York, 











SAILESMEN (2) to carry a small line 
of quality Swiss fashion watches, 
ladies’ and men’s dress and service 
watches and jeweled clocks; this 
entire line is merchandised for de- 
partment stores, fashion shops and 
credit jewelers; two territories open, 
far West, South and Southwest; 
full protection; no objection to one 
or two non-conflicting lines; full 
home office cooperation by resident 
office coverage; straight commis- 
sion; will consider drawing account 
after successful trial period; this 
line is presently being sold and pro- 
moted by department stores coast to 
coast. Address “G., 2667,” care of 
JC-K. 


SALESMEN wanted; overall territories 
open; we are looking for young, 
energetic men who are known to the 
retail jewelry trade and are capable 
of handling a nationally known, 
fine watch line; we have one of the 
finest and most complete lines in 
the trade; rated in Consumer’s Re- 
port under class 3; retail $50 to 
$250; commission basis; drawing 
account; in our program we include 
allowances to our customers for ad- 
vertising and mats; travel about 40 
weeks during the year; in your re- 
ply please state territories you have 
covered, experience and back- 
ground, including recent snapshot; 
all replies will be held in strictest 





confidence. Address “L. 2660,” 
care of JCI kK. 
SALESMEN. retir ij ng sales- executive 


wishes to turn over Southern Texas and 
midwest territory to experienced sales- 
man for universally known imported 
brands of clocks and nationally known 


popularly priced Swiss watch line; 
write in strictest confidence. Address 
“L., 2738,” care of JC-K. 


a ae enon a mmemmmnmern ene ante 
For Sale: 


Stores, Stocks and Businesses 





JEWELRY store in Ohio: will sell fix- 
tures alone or fixtures and clean stock 
for well under oa 0. Address “J., 
2671,” care of JC-K 


JEWELRY and aaah repair business; 
only one in county: located in county 
seat: low overhead: owner deceased. 
Write Josie Navrivy, St. Paul, Nebraska. 











JEWELRY and watch repair: ‘established :‘ 
good business and location in Phoenix, 
p to tne sacrifice for health reasons. 
Address “K., 2682,” care of JC-K. 


A CHAIN of seven stores, modern equip- 
ment, good leases and doing good busi- 
ness ; will sell all or part. Address “W.. 
2701.” care of -K. 


KENTUCKY : established 20 years: lots 
of jewelry and watch repairs: modern 
store, sell for inventory or less; clean 
stock ; poor health. Address “R., 2727,” 
care of J C-K. 


SMALL jewelry store, 100% location; did 
$50,000 business in 1956; will sell all 
or part of merchandise with fixtures 
and lease; can be handled for as little 
as $2,500 cash. Box 944, Abilene, Texas. 


CAPE Cod; jewelry and watch repair 
business, good stock; modern fixtures, 
one man operation, inventory approxi- 
mately $9,000. Write Mrs. Eastman, Box 
494, Dennisport, Mass. 


WATCH and jewelry store established 20 
years, downtown Brooklyn, excellent 
opportunity for right man; with or with- 
out stock; retiring. J. Nord, 50 Clinton 
St., TR 2-2242. 


JEWELRY store and excellent repair 
business; low rent, good location; must 
leave this climate; 2500 plus stock if 
wanted. Young’s, 11817 Lorain Ave., 
Cleveland, Ohio. 
































CALIFORNIA jewelry store near Frisco; 
corner location; two watchmakers; 
rental $125, 3 year lease with option; 





wholesale inventory $6,000; owner re- 
tiring. Address “B., 2729,” care of 
JC-K. 

UPPER Westchester, modern jewelry 
store, 100% location, established 20 
years; very clean stock, inventory ap- 


proximately $25,000.00; will reduce to 
suit buy er: big repair business. Address 
“K., 2706,” care of JC-& 


FOR SALE, paaren store, established 
59 vears; 30 foot frontage in ex- 
cellent location; have a nice stock 
of watches, diamonds, jewelry, 
sterling and plated flat ware an 
hollowware. Plank & Co., 209 Main 
St., Davenport, lowa. 


very modeen Setures 
and equipment; long lease available; 
established 25 years: small exclusive 
type operation cash store; merchandise 
optional; perfect for watchmaker and 
wife. 502 Delaware St., Leavenworth, 
Kansas. Store phone MU 2-1288, home 
MU 2-5538. 








JEWELRY store, 





JEWELRY store, fully equipped for all 
types repairs; excellent location city in 
Delaware: doing good business but 
must sell due to other interests; stock, 
furniture, fixtures, materials, all but 
personal tools, etc., included; excep- 
tionally ae. Address “W., 2662,” 
care of JC- 


Cc ASH jew elry store doing over $60, 000. 00 
in one of finest suburbs of Chicago in 
the heart of the shopping district ; 
beautifully furnished, air conditioned ; 
10 years established with best reputa- 
tion: low rental, terms if desired; write 
for details. Address “L., 2664,” care of 





WHOLESALE Seubabew- business in mid- 





west for sale: volume $750,000 per 
year: established over 25 years with 
nationally advertised jewelry and ap- 
pliance lines: will entertain any reason- 
able offer for inventory and accounts 
receivables: real estate optional. Ad- 
dress “H., 2710,” care of JC-K. 





CENTRAL Iowa fifty year business, 
present owner ten years; popula- 
tion thirteen thousand; four well 
rated jewelers; twelve thousand will 
handle; average volume forty, can 
easily increase to fifty; good lease; 
retiring health; confidential, no 
brokers. Address “T., 2724,” care 
of JC-K. 


FOR sale: cash and credit store in town 
rapidly growing in industrial activity ; 
ideal for repair man; will sell with or 
without inventory; rental $35 monthly: 
$2500 for new fixtures and beautiful 
modern floor cases; inventory optional ; 
reason for selling, owner has another 
store and with help problem being what 
it is will make this sacrifice to be re- 
lieved ; this is a break for a young man 
with small money and big ambition. Ad- 
dress “R., 2716,” care of JC-K. 


LOCATION in heart of Montgomery, 
Alabama downtown section; store 
recently closed due to having an- 
other location in the city; will sell 
all floor and wall fixtures, a National 
Cash Register installment posting 
register, a five ton Carrier air con- 
ditioning unit; display and office 
equipment and everything else for 
$3,000, provided you are responsi- 
ble to take over the lease at $450.00 
a month; no accounts receivable or 
inventory to buy; write or telephone 
Mr. N. Popkin, 78 Dexter Ave., 


Montgomery, Alabama. 











(Continued on page 214) 
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Business Opportunities 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 








GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 





——— 


ANTHONY J. GREGORY, Auctioneer, 
6748 No. Ashland. Br 4-7303, Chi- 
cago 26, II. 


JEWELRY — China — Objets d’Art; 
Auction service. See page 166. 
Thomas J. Faussett, Howel, Mich. 


COLMES BROS.; buyers and liquida- 
tors of jewelry stores; Max Colmes, 
18 Tremont St., 333, Boston 8, 


Massachusetts. 











COMPLETE jewelry auction; for fast, 
efficient service, call or write Ed 
Dean, Auctioneer, 81% Main St., 
Nashua, N. H., Tel. TU 3-305]. 


SAMUEL Gansberg will buy your surplus 
or entire stock and fixtures; highest 
prices paid; bank and trade references. 
Write 15 Maiden Lane, New York, Tele- 
Phone Rector 2-6565. 

CONSULT M. Y. Finkelman, 29 E. Madi- 
son, Chicago; since 1923 highest cash 
prices paid for diamonds and all other 
jewelry stocks; call collect Dearborn 
2-3407 ; reference, your bank. 











IF YOU have a business problem or 
need cash, let us solve it through a 
flat or auction sale; Colmes & Brill, 
45 West 45th Street, New York City, 
auctioneers and appraisers; see our 
ad page 184. 

SAMUEL ISOW pays highest cash price 
for complete jewelry stores or surplus 
stock; get my offer before Selling, it is 
to your advantage; bank and trade 


references. Write 54 Lispenar J 

_ York. Telephone Canal 6.5233, 6°" N°™ 

WILSON SALES SYSTEM, Empire § 
Building, 350 Fifth Ave., ee Geer 
sale and management specialists since 
1919, over 1500 jewelers have used our 
services ; also buy stores for cash: 
ees wire or telephone Longacre 
“i c . 


DO you need cash? Examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone ; 
their thankful letters are in our 
files for your inspection, Wire, 
write or telephone. Manny Silver- 
man, of Silverman Sales Enter- 
prises, 580 Fifth Ave., New York 
9, N. Y. Telephone PL 7-4693 ; 
See page 135 for additional details. 





MR. Jeweler, how is business? have you 
been thinking of a sale; going out of 
business, new location, expansion, over- 
stocked, anniversary, new management 
or some other kind; success means sale 
handled by same man that books sale, 
from start to finish; that’s me with 
years of experience; I also supply mer- 
chandise on consignment to sweeten up 
your inventory during sale; best of 
references; best terms; I go anywhere, 
no sale too large or small. Harry I. 
enneee, 226 S. W. 5th Ave., Miami 36, 

a. 
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ANNOUNCING “Murray Klampert 
Sales Co.’’; a sales and promotion 
service for the jewelers of America; 
we will turn dead stock into need- 
ed cash; 20 years of sales and pro- 
motion experience is your to use 
for planned sales which will turn in- 
ventory into cash with at least 10% 
profit after all expenses; Murray 
Klampert guarantees!! 

Store owner controls sale at all 
times. 

The dignity of the jeweler will 
be upheld. 

3. We bring in no merchandise. 

Our aim is to reduce your sur- 
plus stock at a profit. 
Gimmick or confidence loosing 
methods will not be used. Our 
sales will have a fresh approach 
designed for individual stores. 

5. We will visit with you and dis- 
cuss your problem at our ex- 
pense with no obligation to you. 

Write, telephone, wire; Murray 

Klampert Sales & Promotion Co., 

914 South Street, Peekskill, N. Y. 

Tel.: PE 7-0799; bank and trade 


references. 


W anted to Purchase 





WANTED: jewelry store in small town 
with no competition; any state. Rich- 
ardson, Box 662, Ysleta, Texas. 





$$$ WE pay cash for watches, dia- 
monds, silverware, rings and small 
appliances, any quantity, excess 
stocks, or complete stocks; also 
scrap gold, silver and platinum; 
check by return mail. References; 
Dun & Bradstreet, Inc., Houston 
National Bank. Leo Frank Jewelry 
Co., 607-8-9 Chronicle Bldg., Hous- 
ton, Texas. 





CASH for your surplus merchandise; we 
buy everything that is handled in a 
jewelry store; watches, diamonds, rings, 
jewelry, silverware and fountain pens; 
check sent same day; all shipments 
held intact for your approval; refer- 
ences, Dun & Bradstreet, First City 
National Bank, Houston, Texas. Dia- 
mond Jewelry Company, 1003 Fannin 
St., Houston, Texas. 





SPOT cash for diamonds, watches, new 
or old, miscellaneous jewelry; check 
by return mail subject to your ac- 
ceptance; we have unlimited capital 
for this purpose; established since 
1919; for references, Michigan Ave- 
nue National Bank of Chicago and 
Jewelers Board of Trade. Harry 
Elkins & Company, 59 East Madi- 
son Street, Chicago, Illinois. Ran- 


dolph 6-7390. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K, 
108 Beale Ave., Memphis, Tenn. 








ATTENTION jewelers read this; why 
I can pay more for your surplus 
old jewelry, diamonds, rings, old 
gold, silver, stick pins, antiques, 
odd stones, precious or semi-preci- 
ous, or anything you have around 
your store; I have a retail store 
and manufacturing shop and have 
a good outlet for same here; will 
advise you by phone or letter same 
day your shipment arrives how 
much your check will be; if not 
satisfied will return same prepaid; 
small or large quantities; references 
Florida National Bank, Jewelers 
Board of Trade, Dun and Brad- 
street. Bromley’s, 486 First Ave- 
nue North (Bromley Building), St. 
Petersburg, Florida. 


DEN RE LETRA ELEN SIO ATT HARE 
Watch Work, etc., for 
the Trade 








FINEST watch repairing for the trade for 
the past 25 years; all work guaranteed 
one year; fast service; send for newest 
price list. Watch Service, P. O. Box 93, 
York, Pa. 

BOSTON, Mass.; expert and guaranteed 
watch repairing; Watchmaster tested ; 
prompt service; prices on request; mail 
orders invited. David Migdal & Co., 
109-B Summer St., Tel. Hu 2-9547. 




















QUALITY jewelry and watch repairing 
skillfully performed; fast, accurate 
service our specialty; your trial ship- 
ment and inquiry solicited. Oscar 


Aron, 62 West 47th St., New York, 
oe 





COMPLICATED watch specialists; fine 
watch repairing to the trade; five day 
service: all watches timed, tested and 
guaranteed; 25 years’ experienc». Stu- 
dio Watch Service, 1510-20 East Dela- 
ware Place, Chicago 11, Il. 





FINE watch repairing for the trade; all 
work guaranteed for 1 year; 3 to 5 
days service ; Watchmaster tested; rea- 
sonable prices. A. H. Schierer, Watch- 
maker, 101 S. Marion St., Oak Park, 


Ill. 


CIE AR Bad NEA AEE RE ETN SEEN CE SETIIE EE 
Special Order Work and 
Repairs for the Trade 





ENCRUSTING, engraving, drilling; pre- 
cious, semi-precious stones furnished 
and cut: fraternal emblems encrusted ; 
stone and gold seal engraving; special 
orders. Harry Braunfeld, 108 Fulton 
Street, New York City. 


Sn NS AREER TREE RO RE A SENN RE RINE 
To Let 








RENT or lease, 614 Third, largest shop- 
ping center of fast growing Baton 
Rouge; 2-4 minutes from 4 downtown 
banks and office buildings; % block 
from State Capitol; 13’ x 58’ ideal for 
jewelry and watch repair, with 3 ton 
air conditioner and suspension type 
heater; $220 =month. Otto Claitor, 
Owner, 1040 Park Blivd., Baton Rouge 
6, La. 
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Boredom Begone! 


The new book by the humorist S. J. Perelman, is entitled The Road 
to Miltown. The author removes any doubt as to his view of contempo- 
rary life by adding the subtitle “or, Under the Spreading Atrophy.” 
The pieces in this book have appeared in magazines over the past 
several years. Yet, the title and subtitle are obviously new — and 
perhaps significant. 

For, today, only vitamins, of all types of medicines, outstrip the 
tremendous sales of the drug Miltown and other “tranquilizers.” 

This extended demand for such pacifiers does not result from the 
spread of a contagious disease. Rather, from the effects of a self-induced 
condition — an atrophy of the human spirit caused by old-fashioned 
apathy. In short, boredom. 

For years now business has been good. The bulk of our subscribers 
(many of whom are reading this through sun glasses on the veranda 
of a winter resort) have worked hard through periods of business de- 
pressions, recessions, and all manner of economic adjustments, up and 
down. During such periods there has been a need for mental alertness 
and physical strength — and strong guts. Those who have exercised 
these qualities have had success. And fun and excitement in achiev- 
ing it. 

Business has been good now for twenty years. That’s a big part 
of any man’s career. During this period, many of us have come to 
accept exceedingly prosperous times as normal and to feel we’re not 
getting as much in personal returns as we should. 

So used to “normal” good times have we become, we forget that 
the laws of nature still prevail and that over any period we get what 
we have earned, no more, no less. So used to the comfort of “normal” 
business, we forget the thrill of adventure we enjoyed when we 
were working to bring about that “normalcy.” 

Se comfortable has become our position, we hesitate to place in jeop- 
ardy what we have right now in order to go after the bigger things. 
Lacking the drive to push toward even greater success, many capable 
businessmen have settled for the frustrations of a “fixed’’ business. 

For this surrender they are paying today in business boredom and 
its attendant fears ... and joining in the continual chase for antidotes. 

We believe that the spirit which in the past has enabled the American 
businessman to lift himself by his bootstraps is not dead. We believe 
it is due to rise. We believe he will reach out and grasp the new and 
exciting opportunities for expansion that are all around him today. 
We believe he is fed up on the boredom of coasting. We believe he 
is ready for new excitement, new ventures, and bigger rewards for 
his abilities. 


Cined Ue Beecluerom 


We think it is time to throw away the Miltown, cast off the apathy 
and to pull on the hunting boots. 


Editor and Publisher 
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Your new pattern in 1847 


First silverplate design with a “hand cut” look! 


HfRE IS a completely new and orig- 
inal “work of art” in silverplate! 
Instead of the usual “raised” design, 
Springtime’s dainty flower sprig is 
wrought into the silver itself. 


In several pre-market tests of 


pattern choice among women, 
Springtime in 1847 Rogers Bros. 
came Out in first position with to- 
day's fastest-selling pattern, “Flair.” 
[his demonstrates that Springtime 
can quickly match the phenomenal 









Features a new and daintier size in silverplated flatware! 


Promises to surpass the sales performance of Flair! 


sales records of Flair for you! 

The beautiful Springtime pattern 
will be announced excitingly with 
full-color advertisements in Life 
magazine (circulation: 6 million 
copies) for April 8th, April 29th, 
May 13th and June 10th. 

Your Approved Wholesale Dis- 
tributor or 1847 Rogers Bros. Rep- 
resentative will show you this im- 
portant new pattern and a complete 
program for its introduction soon. 


introductory traffic builder! 


Springtime Hospitality Set 
8-inch round silver tray with removable 
ceramic center and silver buffet knife. 


A $10.50 value—only $4.95 during pat- 


tern introduction! 


Note smart balanced place setting, exclu- 
sive with International. Each piece curves 


toward the plate, shows its proper place. 





1847 ROGERS BROS. 


America’s Finest Silverplate Product of The Internationa! Silver Company, Meriden, Conn. 
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Letting 
my business 


pass you by? 


Another busier-than-ever year for Sir Stork—means 
more opportunity than ever to sell baby gifts. Why let 
gift seekers pass you by for toy and infants’ wear stores? 
Community “junior” silverware makes ideal gifts for 
youngsters .. . being valued not only for beauty, but 
usefulness and durability too. The best way to get more 
baby-gift business? Through frequent window and counter 
display of Community* baby items. . . besides advertising 
locally from time to time. Remember, baby gifts (and 


babies) are in season all year round! 


COMMUNIACY rie rine sitersit 


Created in the Design Studios of Oneida Ltd. Silversmiths 


New “designed for tiny hands” 
display comes free with your 
order for Community assort- 
ment #9066; total consumer 
price only $64.15, less regular 
discount. 


“TRADEMARK OF ONEIDA LTO., ONEIDA, N. ¥ 











